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Rough Proofs 


Free goods may be given without 
reproach by any merchandiser who 
is really generously disposed to- 
ward his customers. says the FTC. 
But shame on him if he does it with 
his fingers crossed. 


ee 


“Cold Wave Coming” is the head- 
line of a Koppers Coke ad which 
newspapers may run only when the 
weather bureau predicts one. Now 
we'll have a real test of the power 
of the press. 
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Resolute invention has finally 
conquered the most baffling prob- 
lem of modern man. A new electric 
razor, prepared to meet the most 
recalcitrant whisker, is equipped 
with a headlight. 
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Frank R. Coutant says there are 
only twenty real copy-testers in the 
United States, but leaves us in the 
dark by neglecting to identify the 
other nineteen. 
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“Even if the home team loses, I’m 
happy with my La Palina.” 
And you’re a hell of a baseball 
fan. 
_ a- | 


The only spectator at a ball game 
who can leave the park happy about 
the who thing after the home 
team has; been defeated is the um- 
pire, andyhe gets paid for it. 


— ee 
A new advertising novel, in 
which an unappreciated copy- 


writer makes a big success adver- 
tising his own product, will be read 
with enthusiasm by copywriters. 


=. | | 
It seems the schools have re- 
opened. If any student overlooked 


the event, he was promptly re- 
minded of his opportunity by one 
or more of 572 thoughtful adver- 
tisers. 
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Judge Richards, Philadelphia jur- 
ist, has decided in an oil case that 
price-cutting isn’t harmful to the 
public, thus qualifying for the De- 
partment of Understatement. 
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For filling consumers’ wants, says 
Paul Cherington, consumers permit 
' profit. But, after all, you can 
hardly expect them to insist on it. 
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Chicago advertising managers in- 
vited media reps to solicit them for 
a mythical $500,000 appropriation. 
To some of the boys even an imagi- 
nary appropriation looks awfully 
g00d just now. 
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No wonder Americans enthuse 
“hen visited by distinguished citi- 
‘ns of Sweden, the only country 
hich has learned (1) how to lick 
‘epressions and (2) how to stay out 
other people’s wars. 
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\ furniture manufacturer re- 
ted after a successful advertis- 
® campaign a loss of only $13,000 
a million dollars of sales. He'll 
‘ve no trouble retaining his ama- 
r standing. 
Copy Cus. 


Cites Widening Gap 
Between Local 


and National Rates 


ANA Says Structure 
Favors Promoters of 
Private Brands 


New York, Sept. 15.—Expressing 
alarm over the “growing tendency 
of newspapers to discriminate 
against the national advertiser” and 
promising, by inference, at least, to 
reward those who offer approxi- 
mately equal opportunity in the 
battle between national and private 
brands, the Association of National 
Advertisers today issued a new 
study of “Local-National Rate Dif- 
ferentials.” 

The first study of rate differen- 
tials was made by the ANA nine 
years ago and was brought up to 
date last year. Because of numerous 
rate changes since that time, it was 
decided to make a further revision 
this year, which resulted in a new 
52-page report by the ANA news- 
paper committee, giving a detailed 
analysis of the 5,000, 10,000, 20,000 
and 50,000-line rates of 518 news- 
papers in cities of 50,000 and over. 
In a foreword, the ANA says: 

“As buyers of advertising, mem- 
bers of the Association of National 
Advertisers are concerned with the 
local-national rate differential, ‘the 
spread between the rate charged 
the so-called ‘national’ or ‘general’ 
advertiser, and the ‘local’ or ‘re- 
tail’ advertiser. This concern has 
grown with the changing order of 
distribution and the growth of ‘pri- 
vate brands’ sold in direct competi- 
tion with national brands but for 
which newspaper advertising is 
purchased in most cases at a much 
lower and hence. discriminatory 
rate.” 

This plea is added: “Surely the 
national newspaper’ advertisers 
present an interesting potential for 
increasing newspaper linage if 
given more careful consideration by 

(Continued on Page 34) 


Small Business 
Wants to Emulate 
Its Big Brother 


Pittsburgh, Sept. 15.—A national 
advertising campaign designed to 


ican public was one of the chief pro- 
posals advanced here this week at 
| the first convention of the National 
Small Business Men’s Association. 
Successful efforts of “big business” 
in swaying public opinion were 
cited as a precedent for the pro- 
| posed drive. 

The campaign would be modeled 
|along the lines of that sponsored by 
the United States Chamber of Com- 
| merce. 


DIRECTORY OF FEATURES 


Ad-libbing . 12 
Basic Business Index 36 
Coming Conventions 26 
Editorials 12 
Earnings of Advertisers 27 
Farm Paper Linage 34 
Getting Personal 30 
Information for Advertisers 12 
Photographic Review of the 

Week . 39 


Rough Proofs 1 
Voice of the Advertiser 


DEALERS SCRUTINIZE PONTIAC ADVERTISING 


Pontiac Motors dealer advertising committee look over the shoulder of Advertising 


Manager F. A. Berend at the 1939 car announcement layout. 


dealers Harry Wright, Whyte Pontiac, 
Nolan-Beeler Motors, Inc., Miami, Fla.; 
Inc., Chicago; Clair R. Savage, Savage-H 


Left to right are 
Inc., Elizabeth, N. J.; Claude Nolan, 
H. A. Wehmeier, Community Motors, 
aldemann Company, Los Angeles; A. D. 


Sory, A. D. Sory Pontiac Company, Houston, Tex., and Geo. M. Thompson, 


Thompson Sales Comp 


any, Springfield, Mo. 


“sell” small business to the Amer-|- 


New Price Competition to 


Mark Auto Merchandising 


Detroit, Sept. 15.—Heightened 
competition in the automobile in- 
dustry was brought out vividly 
here this week as major manufac- 
turers revealed plans to invade new 
price classifications. At the same 
time all produgers turned their at- 
tention to the Merchandising prob- 
lems involved in the alert scramble 
for motoring dollars that is ahead. 

Ford Motor Company’s decision 
to seek new fields of conquest was 
the highlight of the week. The me- 
dium will be a new eight-cylinder 
car in the $800 to $1,000 class. This 
strategy is also being emulated by 
several others. Oldsmobile and 
Pontiac, among those challenged by 
Ford under the new order, replied 
with announcement of models be- 
low their former junior lines and 
priced only slightly higher than the 
standard Ford, Chevrolet and Ply- 
mouth. 

Hupp, as recently announced, is 
pushing production of its new low 
price four-cylinder car which will 
be a_ revelation because of its 
beauty. Having purchased dies for- 
merly used by Cord Corporation, 
Hupp is planning to startle motor- 
ists with rakish lines hitherto 
boasted only by more costly cars. 

Olds previewed its new small car 
Wednesday and Pontiac will show 
(Continued on Page 35) 
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Last Minute News Flashe 


Three-Wheel Car 
Latest Entry for 


Auto Honors 


Rochester, Sept. 15.—While the 
automobile industry is hard at 
work preparing for the busy months 
ahead, an automotive project is 
quietly being launched here which 
may eventually turn out to be the 
most startling development since 
the advent of the horseless carri- 
age. 

The new project involves a ve- 
hicle of revolutionary design; super- 
streamlined, with three wheels, two 
in front and one in back, and an 
air-cooled motor. Wheelbase is to 
be 126 inches; price, about $500. 

The motor is to be mounted in 
the rear, a development often dis- 
cussed, but not yet effected on 
pleasure cars. 

Sponsor of the three-wheeler is 
Lewis American Airways, a com- 
pany formed by Western oil men 
several years ago to manufacture 
an airplane motor. The company 
has purchased rights to the Frank- 


/4in motor patents. 


A hand-built model of the new 
car, now in this city, is said to 
have cost $80,000. 


General Shaver Names Hausman Ad Chief 

Bridgeport, Conn., Sept. 16.—Louis Hausman, formerly in charge 
of newspaper and magazine publicity for American Safety Razor Cor- 
poration, was today appointed advertising manager of General Shaver 


Corporation, 
Barton, Barton, Durstine & Osborn i 


manufacturer of Remington and Rand Close-Shavers. 


s the agency. 


Ayer Gets Polaroid Account 


Boston, Sept. 16.—Polaroid Corporation, which recently introduced 
a new type of desk lamp said to eliminate all glare, today placed its 


advertising account with N. W. Ayer & Son. 


First consumer promotion 


will be through a magazine campaign this fall. 


Biggest Campaign Planned 

Newark, N. J., Sept. 16.—White 
plans for the most extensive adve 
Feen-a-Mint laxative. 
radio and point-of-sale aids will be 


Newspapers, 


for Feen-a-Mint 


Laboratories, Inc., today approved 
rtising campaign ever put behind 
magazines, farm papers, spot 
used. A newcomer to the schedule 


will be a one minute movie trailer, in full color, to be distributed 


through theaters. Wm. Esty & Co., 


New York, is the agency. 


Warwick & Legler Form Own New York Agency 


New York, Sept. 16.—H. Paul Warwick and Henry Legler, general 
manager and secretary, respectively, of Cecil, Warwick & Legler, New 


York, have disposed of their interest 


and will form a new agency, War- | 
22 | wick & Legler, Jan. 1. A charter has already been received. 


Advertising Can Liff 
Business Criticism, 
Mclntire Asserts 


Insurance Conclave 
Delves Into Variety of 
Copy Tasks 


Allyn MelIntire 


Osterville, Mass., Sept. 14.—The 
assertion that advertising’s failure 
to “scale the hills of hard work” is 
largely responsible for the unfavor- 
able public opin- 

ion exhibited in — 

many quarters £ . 

toward business 

highlighted the | 

closing session 

here yesterday 

of the Insurance 

Advertising Con- 

ference. 

The author of 
this statement 
was Allyn B. 

McIntire, vice- 

president of Pep- 

perell Mfg. Com- 

pany, who sounded a vigorous plea 
for more attention to the task of 
selling services than products, in an 
address entitled, ‘“Advertising’s Big- 
gest Job Is Still to Be Done.” 

Another focus upon the task of 
moulding public opinion was given 
by Sam G. Wingfield, president of 
Sam G. Wingfield Associates, who 
classed publicity or public relations 
as “A Team Mate to Advertising,” 
rather than merely an attempt to 
get something for nothing. 

Ray C. Dreher, advertising man- 
ager of the Boston Insurance Com- 
pany, was elected president of the 
conference. Other new officers are 
D. C. Gibson, Maryland Casualty 
Company, vice-president, and A. A. 
Reddall, Equitable Life Assurance 
Society, secretary-treasurer. 

Other speakers to address the 
various sessions of the conference 
included Arthur A. Fisk, incumbent 
president of the conference; Arthur 
D. Grose, superintendent of the 
publicity department of The Em- 
ployers’ Group; Jarvis W. Mason, 
advertising manager of National 
Fire Group, and Earle E. Vogt, ad- 
vertising manager, Millers National 
Insurance Company. 

Although crediting insurance 
companies with making great con- 
tributions to American life and with 
constructive rather than purely 
competitive advertising, Mr. McIn- 

(Continued on Page 6) 
Drink Moderately, 
Is Theme of 
Calvert Campaign 

New York, Sept. 15.—Introduc- 
tion of a new copy theme with em- 
phasis on moderation will mark 
the fall campaign of Calvert Dis- 
tillers Corporation in five national 
magazines and 300 newspapers, ac- 
cording to details released today. In 
a few key markets outdoor displays 
and car cards will also be used. 

“America is learning how to 
drink,” is the keynote to the dis- 
tiller’s moderation message, which 
will be used in promotion for Cal- 
vert’s Reserve and Calvert's Special 
brands. 

Instead of suggesting directly that 
drinkers imbibe moderately, the 
copy adopts a more subtle approach 
by implying at frequent intervals 
that American moderation is a fait 
accompli. 

Benton & Bowles is the agency in 
| charge 
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September 19, 1938 


Patent Suit 


Is Schick Welcome 
to Gem-lectric 


New York, Sept. 15.—Resuming 
the court battles which have raged 
in the electric razor industry almost 
from its inception, Schick Dry 
Shaver, Inc., this week filed suit in 
United States District Court at 
Richmond, Va., against American 


Safety Razor Corporation, charging | 


patent infringement on three counts 


in the manufacture of the new} 


Gem-lectric shaver. 
The Gem-lectric was put on the 
market only this week, marking 


LOOK researchers ring a lot of door bells and talk 
to many families, in all walks of life. Armed with 
advance paste-up pages of LooK picture stories 
they ask these people to read them and tell which 
they like best. The stories rating highest in ap- 
peal are published in Look. Those in which more 
than average interest is not evidenced are killed. 


The Empire State Building is a 


pared with the stack of 20 million dimes 


American families paid for the 


Look published in the first 6 months of 1938. 
Looxk’s dimes mounted six times higher than 


New York's famous skyscraper. 


LOOK leads all magazines in newsstand sales. 


Look averaged 1,555,000 buyers, 


10c a copy for the first 6 months of 1938— 


more newsstand buyers than any 
zine selling at any price. 


|the first entry of a safety razor 
|company into the industry. Distri- 
| bution at present is limited. First 
| consumer advertising will appear 
|in November Esquire. 


Price Set at $12.50 


The latest addition to the Gem 
razor line is being sold at $12.50, 
although early plans were for a $15 
price. The chief selling point, 
which is being featured in trade 
promotion, is the “patented new- 
type head which sets a new stand- 
A 
close, comfortable shave is said to 
|be assured by “70 magic micro- 
tines” on the cutting surface. 

Harry Varley, Schick president, 


ard for shaving performance.” 


te defend 


dwarf com- 


13 issues of 


per issue, at 


other maga- 


w. 
ne Swear te Remain United 
to emai ite 
ve 


told ADVERTISING AGE that the suit 
was filed “in accordance with our 
regular procedure in protecting our 
patent rights against infringement. 
Our complaint in this case is along 
tne same general lines as previous 
actions instituted against other 
competitors.” 


Launches Shoe Contest 


W. L. Douglas Company, Brock- 
ton, Mass., is using window displays 
in 76 cities for promotion of a re- 
cently launched shoe wardrobe 
contest. Contestants are to write 
100-word essays explaining their 
choice of the ideal shoe wardrobe. 
N. W. Ayer & Son, Boston, is the 


| Douglas agency. 


Radio Irked by 
Movies’ Selection 
of Newspapers 


Washington, D. C., Sept. 15.— 
Selection of newspapers for the mo- 
tion picture industry’s big advertis- 
ing campaign has so antagonized 
radio that the National Association 
of Broadcasters is now attempting 
to pour oil on the troubled waters. 

The NAB is making a survey to 
ascertain sentiment of station op- 


Mr. and Mrs. 
AMERICA 
Didn't Like This 
Picture Story 
So LOOK 


For 29 y 

P, ears the 
wee. big bearaeg nn & Lewis of 

Sed the Prep  2OUhaux 


Advance pages of “Coming Civil War In France” were checked with 15 
other picture stories by Look researchers. Personal interviews with 809 men 
and women revealed that this feature ranked lowest of the group in appeal. 
Though 325 pictures were culled out to select the 10 pictures used in the 
story, and hours of research and writing time went into it, the story was not 
published. Again Look publishers had forestalled publication of a story that 
would have slowed down LOoK’s high page-by-page family readership. 


Killed It 


erators and clarify the relationship 
between radio and the movie indus- 
try. In the meantime, it has askeg 
members to maintain the statys 
quo. 

At Station WFIL, Philadelphia, 
however, the anti-movie sentiment 
became crystallized when an order 


|issued by Donald Withycomb, gen- 


eral manager, sharply banned al] 
“free movie publicity.” In a state- 
ment explaining his viewpoint, Mr. 
Withycomb excoriated the motion 
picture industry for using the radio 
for all it is worth until it has 
money to spend, when it turns to a 
rival medium. 

Whether radio has been the ben- 
efactor or beneficiary of the picture 
field remains a moet question. In 
a series of stories from Holly- 
wood last spring, ADVERTISING Acr 
pointed out many of the confusing 
aspects of the situation. This series 
made it clear that moving picture 
magnates feel that they owe noth- 
ing to radio—that the obligation, if 
any, is on radio’s shoulders. 


See Radio as Rival 


Exhibitors—the retailers of mov- 
iedom—this analysis made clear, 
feel that the screen is a direct com- 
petitor with radio. While some of 
the movie gallants, in appearing on 
radio, have inserted a kind word 
for their primary medium, the men 
who operate the theaters feel that 
appearance of stars on radio pro- 
grams tends to keep the family at 
home instead of sending them out 
to the movie emporiums. 

The radio viewpoint is just the 
reverse. Radio has plugged movie 
songs, presented condensed movie 
dramas and in general ballyhooed 
Hollywood. Many station operators 
place the value of the free public- 
ity accorded the motion picture in- 
dustry at millions of dollars yearly. 

The National Association of 
Broadcasters has launched a survey 
among members which will help to 
determine the merits of radio’s 
complaint and lay the foundation 
for adoption of some definite policy. 
The association registered a formal 
complaint with the men in charge 
of the movie drive and wifh Dona- 
hue & Coe, the agency in charge, 
as soon as the schedule was an- 
nounced. 

The movie industry is frank in 
saying, however, that it owes more 
to newspapers than to radio. News- 
papers give it tons of publicity 
every day, one expert said. They 
derive some immediate reward 
through the advertising of exhibi- 
tors, but the Hollywood brigade 
feels that the exploitation of pic- 
tures by dailies helped, first, to 
build the industry, and second, to 
keep it in good financial health 
against all competing attractions. 


Dartnell in London 

Dartnell Corporation, Chicago, 
sales research, has established of- 
fices in London, England. Directors 
include President J. C. Aspley, 
Chieago; B. Gordon Fyfe, American 
sales manager, and C. P. Plowman, 
London advertising consultant. 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct methdéd of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 
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UTTERLY DIFFERENT 

= | 

z 

de 

NE is deep in “Love Finds Luella” or on the mood of the magazine she reads. Only 
20, “Glamor Dresses for Budégeteers . .. the when her mind is directed to (not away from) 
f- 

>. other, absorbed in articles about running the theme of your sales message, can you ex- 
- and equipping her home. pect—and get—the most profitable results. 

E or ; 

Which one would you say is mentally attuned Editorially, The American Home is devoted 
to advertising about food and furnishings and completely to selling food and furnishings and 
4 equipment and other home-interest products? building equipment and bathroom supplies, and 

other things for home. So is its advertising. The 

Our point is this: The very same woman can two work together with astonishing results. Ask 

be alert or deaf to your advertising, depending us about those results. 

7 Avrican OME 
: sells the HOME-MARKET of America 


—1,300,000 buyers for families 
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Tampon Sales Rise 
May Bring New 
Competitive Copy 


Kotex Plots Course to 
Hold Lead in Feminine 
Hygiene Field 


Chicago, Sept. 15.—Introduction 
and increased promotion by several 
manufacturers during recent 
months of new tampon types of 
products for feminine protection to- 
day gave rise to the probability of 
an increasingly competitive situa- 
tion in this field. 

International Cellucotton Products 
Company, maker of Kotex, had no 
official comment to make regarding 
its plans to meet competition of the 
tampon makers. It was admitted, | 
however, that this company has 
given serious attention to the prob- 
lem, in view of the sales increases 
reported for the tampons. 

Evidencing this attention is the | 
fact that International Cellucotton | 
placed its own tampon, Fibs, on the | 
market early in 1937. As yet, how- 


| Cellucotton 


ever, promotion for this product 
has been somewhat subdued. Like- 
wise, such copy as has been used 


offers the product as a “part-time” | 


rather than complete protection. 

A magazine campaign for Fibs 
has been considered. Definite action 
on this drive, however, is still a 
matter of the future. 

While it is reliably estimated that 
sales of the various tampon prod- 
ucts have increased materially in 
the past few years, Kotex sales 
have also continued to gain. 

First marketed 1n 1918, Kotex has 
shown a steady increase in volume 
with the six-month period ended 
June 30 considered one of the best 
in the company’s history. 


Delicate Task Ahead 


It is obvious that International 
will face a_ delicate 
merchandising task when and if its 


|campaign for Fibs is launched. It 
| will benefit by its nationally known 


name—Fibs are now referred to as 
“the Kotex tampon’—and the good 
will and consumer acceptance built 
up through the years. However, it 


| will be faced with the problem of 
| selling one type of protection with- 


out cutting down sales volume on 
the other. 

Current copy on Fibs, as pre- 
sented in a Kotex package insert, 
suggests that the woman “Try All) 


Four,” referring to the complete Ko- 


|tex line. She is urged to “find out 


once and for all which types of 
sanitary protection give you com- 


'plete comfort and adequate secur- 


ity on different days. But only you 
can tell which types are best suited 


|to your persona! needs.” 


This leads into the suggestion 
that Fibs be tried for the final days 
only, with the comment, “It is our 
honest belief that a tampon never 
can and never will take the place 
of an all-purpose napkin like Ko- 
tex for a majority of women on 
most days.” 

Other tampon 
market are 
Cashay and Wix. 


products on the 
Tampex, B-ettes, 


Calvert Forms New Unit 
Calvert Distillers Corporation, 
New York, has established a trade 
relations department with E. G. 
Hoencke as_ director. He was 
formerly engaged in merchandising 
and promotional work with Win- 
chester Company, New York; R. M. 
Hollingshead Corporation, Camden, 
N. J., and Independent Grocers’ 
Alliance of America, New York. 


Young Leaves “News” 


Thomas J. Young has resigned as 
national advertising manager of 


the Philadelphia Daily News. He 
held the position for the past 13 
years. 
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FIC Launches First 
Wheeler-Lea 


Action in Court 


Chicago Order Hits 


Drug Chain Copy on 
Reducing Product 


Chicago, Sept. 15.—Launching 
court action for the first time 
against the dissemination of false 
advertisements in violation of the 
new Wheeler-Lea Act, the Federal 


Trade Commission appe.red in the | 


United States District Court here 
today seeking a preliminary injunc- 
tion to follow the restraining o1der 
eranted recently against the Hart- 


man chain of drug stores, and 
Harry Gorov, trading as Isabella 
Laboratories. 


The restraining order bars these 
two defendants from circulating an 
allegedly false advertisement for a 
weight reducing remedy known as 
“ie.." 

Today's hearing was continued to 
Sept. 19. 

The restraining order given the 


IN NORFOLK VA. 


Ano NOW another remarkable gain in retail sales attracts the eyes of the 
business world to Norfolk, Virginia—an honest-to-goodness "Bright Spot." 
The Federal Reserve report for August shows Norfolk's percentage plus 10.4 


over August, 1937, and this is truly remarkable when compared with the per- 
centage for the entire United States which is minus 6. 


You don't have to wait for better business . . . it is here NOW and the 


Norfolk Newspapers are ready to assist you in securing your share. 


Norfolk Virginian-Pilot, Morning and Sunday 


NORFOLK NEWSPAPERS, 


Se. 6 8 lw 


Norfolk Ledger-Dispatch, Evening Except Sunday 


. THE JOHN BUDD COMPANY, National Representatives 


FTC is designed to prevent dissem. 
ination of the advertisements of the 
product until the commission is able 
to prepare and issue its forma] 
complaint against the two parties, 
On information obtained here to- 
day, however, it appears that future 
promotion of the product is a very 
nebulous matter. 
Says Copy Ran in June 
Henry Hartman, advertising man- 
ager for the nine Hartman drug 
stores named, said that sales of the 
| product had been discontinued two 
‘or three weeks ago and that the last 
copy advertising it had appeared in 
| June. This was an insertion in 
| newspapers sponsored cooperatively 
| by the nine stores. 
| Mr. Hartman emphasized that his 
|company, beyond having offered 


| the product for sale, had no con- 
|nection with the Isabella Labora- 
tories and no desire to sell any 
|}product judged unworthy by the 
|FTC. A telephone call to the Isa- 
|bella Laboratories revealed that 
| this phone had been disconnected 


FTC BAN ON ‘DIME A 
DAY’ TYPEWRITER COPY 


Washington, D. C., Sept. 15.—One 
of Remingten Rand’s most potent 
copy slogans in advertising for its 
typewriters—if widespread use is 
an authentic indication—was par- 
tially ruled off the boards today as 
the company entered into a stipu- 
lation with the Federal Trade Com- 
mission which concerns, among 
other points, the use of the line 
“Ten Cents a Day.” 

Under the terms of the stipula- 
tion, Remington Rand is to cease 
advertising that its portable type- 
writers can be purchased for ten 
cents a day unless it is explained 
that such payments are in addition 
to a down payment and apply only 
to certain models. 

It is also to refrain from copy as- 
serting that the instructions fur- 
nished to purchasers constitute a 
complete course in touch typing, 
and that use of a typewriter helps 
all school children. 


“Free” Also Involved 


Definition of the word “free’’ is 
also involved in the stipulation, 
with Remington Rand agreeing to 
stop representing that any articles 
are given “free” when in fact the 
price thereof is included in that of 
some other article for which pay- 
ment is required, or when the per- 
formance of a service or the pay- 
ment of any money as a deposit 
or otherwise is required in order 
to qualify one to receive the so- 
called free item. 


Ripley W.Bugbee $f 
Dies of Rare Disease oe 


Ripley Wayne Bugbee, vice-presi- 
_dent and art director of the Clem- 
| ents Company, Philadelphia agency, 
died Sept. 14 of Rocky Mountain 
| fever, a rare disease said to be in- 
curable. He was stricken while on 
|a Canadian vacation in late August. 
He was 38 years old. 

Mr. Bugbee was an enthusiastic 
amateur motion picture maker, spe- 
cializing in color. He founded the 
| Philadelphia Cinema Club. 
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San Diego Advertisers Using the Monitor 


Architects ond Builders . 1 Jewelers . & doe « 1 
Auto Sales and Service . 5 i dries, Cl s ond Dyers 6 
Beouty and Barber Shops 8 Music Stores . 2 
Department Stores . 1 Photographers . 1 
Electrical Stores . ; Printers and Engravers . 1 
. 2 Radio Shops . ! 

1 Real Estate Fieme 2 

: i Restourants ° 4 
Confectioneries : Shoe Stores . . . . 5 
, 7 Stotioners ae @ & 1 

—— Seeces . 4 Clothing Stores . © 6 6 
Merdwere Stores. . 4 Milliners a ae a 1 
Heating and Plumbing Concerns 1 Tailors ; a ee & 1 
Insurance Agents 3 Miscelloneous . . . . 5 


ted tO eae Tf 


AN DIEGO is one of hundreds of cities in the 

United States and foreign lands where The 
Christian Science Monitor is a proved business 
bringer for local advertisers. 

San Diego merchants have learned, as one of 
them puts it, “that whatever is advertised in the 
Monitor is never questioned as to its quality, re- 
liability, or dependability.’ .” Continuing, he says, 
“The Monitor is outstanding as an advertising 
medium, and has brought us many friends and 
a splendid return for money invested.” 


Monitor readers are equally responsive to 
national advertising. We have some facts on 


this subject that will be shown, gladly, to any 
interested advertiser of a meritorious product 


or service. 


Name of writer of quotation used will be given on request 
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Local Advertisers 


Monitor 


») 0.000 Mislay' Security |= 


THE 
CHRISTIAN SCIENCE MONITOR — 


A Daily Newspaper for All the Family 


Published by The Christian Science Publishing Society 
One, Norway Street, Boston, Massachusetts ‘ 


NEW YORK OFFICE: 500 Fifth Avenue 


i 
OTHER. BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, 


Son Francisco, Los Angeles, Seattle . . . London, Paris, Geneva 
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6 ADVERTISING AGE 


Advertising Can Lift : 


September 19, 193g 


DooR- OPENER FOR SOLICITORS 


while essential, are ‘oie part of the | 
picture, he emphasized, remarking 
that “the major use business is 
making of this powerful medium 


they won't be so willing and ready | 
to submit to these quack pots who | 
|lead them off into idle paths.” 

| The day is past, he asserted, 


Business Criticism, 


when business men can say to them- 
selves that the public isn’t interested 
in this or that phase of their busi- 


all too often is for the ‘press 
agent-cy’ angle of the exploitation 
and promotion of a specific product 


How I discovered 


the AVON way to 


° ness. or products.” 
Mclntire serts “Public relations,’ he said, In delivering his annual report 2 / ¥ 
‘makes no pretence at selling|to the conference, Mr. Fisk empha- CAL. 
; goods, but public relations teamed |sized the prevailing high standard ‘ 
(Continued from Page 1) 


tire asserted that “American indus- 
try has failed through advertising to 
sell itself to the American public.” 

“The public,” he declared, “these 


|up with advertising can do a tre- 


— job of making and build- | 


ing friends for your business. And 
/you know as well as I do, that in 
|business, as in life, we favor our 


of insurance advertising, asserting 
that “public confidence in insurance 
well established that it is 
ioubtful if policyholders will per- 
mit anyone to do direct harm to 


SO 


last few years. has. been _led,/ friends.” |.ne insurance business.” 
ty dragged, beaten and driven into be- | _—_He criticized those who refer to} Mr. Fisk also commented upon 
ae lieving that American business is | public relations as the newest pro-|new types of insurance advertising 
ae crooked. tession, commenting, “It is the| recently launched, mentioning that 
> Must Forget “Etiquette” /world’s oldest profession and far|of the Mutual Life of New York 


ot) 


“IT repeat—by and 
business men are honest. The 
trouble is that they are gentlemen.” 


And gentlemen, Mr. McIntire added, 
are not supposed to spend too much 


time extolling their own virtues. 
He suggested, however, that the 
time 
fire. 


“If the public knows more about | 
us, about how we make our goods, | 
run our businesses, how honest we | 
are and how we are striving with | 


might and main to give them good 
merchandise full of honest value, 


large most | 


had come to fight fire with | 


|outdates the one you’re thinking of 
because it began long before civil- 
|ization when a cave man scratched 
rude pictures on the cavern wall. 

“Yet this force, vast and power- 
ful as it is, is still understood by 
only a pitifully small number of 
people, and you will find these few 
high up in the hall of fame. 

“We hear a lot nowadays about 
business being misunderstood, mis- 
judged and distrusted. Yet busi- 
ness has, right at its elbow, all the 
machinery necessary to remedy this 
condition,” he declared. 

Product and consumer publicity, 


and the New York Life Insurance 
Company. It is important, he in- 
dicated, that these campaigns be 
adequately supported through sup- 
plementary advertising in insurance 
publications going to field men. 
The National Board of Fire Un- 
derwriters, continuing its national 
magazine advertising, also contem- 


plates a test radio drive, he dis- | 


closed. 

Other media have also come in 
‘or increased attention in the insur- 
ince field, he added, with many un- 


usual forms of direct mail solicita- | 


tion being developed during the 


4 3) © way, her ormerbing | forgot a “AVON COSMETICS 
ell you. A few days later, Ved ‘friend h Aw 
“u 


equal the most expensive 
anys here. yet owt prices are amay 


erte 
and he 3 ine on bere’ You w Tr) wonable. Avon war xpert t 
atty k younger every dey? - Hes weede me the Good Housebeeping se a“ ‘ ' te Ge ¥ 
ve me a there { duint proval av! oor inoney- back guarannte ‘ Avon Ly 
Cel ev ene? es owt atiste Begin mada $2¢. Avon Rouge * 
rs ot believe { \ Ay Way co hb 4 ive with the Lipset A 4 
* ne nothing A { t si " j te ™ ere ‘ Avon Tis { v A 
‘ mt ft Ave t-te ed F Pow det, se Manwurte Ser n « $ 
If yoo are not recery Avon nail w York City, Our Representative in your com FESX 
» Avon Proxt 0) Rocketeller Plaza munity will call wathour obligation on your part ene sien 
9 lA Personalized Service that Comes to Your Home 


Legionnaire 


Picture continuity copy in women's magazines will be used this fall by California 
Perfume Company whose Avon products are sold by house-to-house representa- 


tives. 


year. 


most unusual direct mail piece of 


Monroe F. Dreher, Inc., New York, is the agency. 


He was at a loss, however, | the established aauian to the adver- 
'to explain what he considered the | tisement. 


“Agents are interested in 
their 


own company’s advertising,” 
G lall—an anonymous communication he asserted, “and any effort to fur- 
Ed is 44 years old and a dentist by profession 5 er A leader in his |received by mail in February con-| ther that interest through direct 


community. Successful. 


He owns his own home 


‘| = 


| ) 
He carries 


insurance and is going to take out more, because...Ed is married. 


¢ 


Meet Mrs. Ed 8 They have two children—Ed Junior, aged 18 and 


Janie, aged 16. The 


‘ 


old man is ‘ta good provider.”’ 


Besides food $$$ and 


clothing ye he is buying a new refrigerator this year and a new living- 


taining a real one dollar bill. This 
, bill, Mr. Fisk related, bore a pla- 
|card with the query, “How far can 
you stretch it?” As yet, he added, 
there has been no follow-up. 

It is quite probable that the stunt 
referred to by Mr. Fisk was that re- 
ported in ADVERTISING AGE Feb. 14. 
The sender, as reported in this story, 

|was David Nierenberg, Inc., New 
| York outdoor advertising company, 
| which mailed 1,000 of these bills to 
advertising and _ sales executives 


|creasing use of 


mail is money well spent.” 

Taking his cue 
from the rising 
popularity of 
picture maga- 
zines and in- 


pictures in other 
publications, Mr. 
Mason empha- 
sized the value 
of a good camera 


brgg oo the country. Al but!|in the advertis- 

Mr. Fisk’s, apparently, were fol-| ing department. 
room rug > a amusements 8 and a vacation for “lowed in a few days by a brochure| Pictures, he Jarvis Mason 
- = | which not only identified the sender|said, are extremely valuable in 


the whole family 


oWw\ 


Ed has to buy new tires for the c 


car this 


year, too, and plenty of gas and oil, because the kids like to go places 


ihe Which leaves Ed and Mrs. Ed at home, reading The 


American LEGION Magazine 


“tr: 
et iy? 
t 


Te, 


And they read it! 


Multiply Ed Brady’s active buying power by 968,062 


Legionnaires and you have 


_ but, naturally enough, called atten- 
| tion to its work in this field of ad- 


| vertising. 
Named Most Popular 


Mr. Grose, whose subject was 
|“National Advertising and the Lo- 
ical Agent,” said that a recent sur- 
vey had revealed home accident 
prevention booklets as those most 
called for in response to offers in 
national advertising. 

“Mr. and Mrs. America,” he said, 
“will write just as quickly for a 
book plainly labelled ‘Insurance for 


publicity or as a complement to 
news stories of company changes, 
promotions, anniversaries and the 
like. They are also of unquestioned 
value, he remarked, in the publi- 
cation of house organs. 

Two other uses which Mr. Mason 
cited were pictures of burned build- 
ings, for example, for use in direct 
mail copy; and in sending a picture 
of the illustrations wanted to an 
artist or painter, rather than at- 
tempting to explain it verbally. 


the Home’ as they will write for 
booklets having to do with acci- From Your Kodachrome 
! dents, fire and crime prevention. R 
“Over a third of those making -= 
° requests for these booklets were 


*Name is fictitious. 


or 13 per cent, bore the title of Simple carda. dvepiays 
Write for Ross Federal Research Report, May 31, 1938. Miss.” here's good news. fof 


7 


Ed's buying power isn’t. 


note,” he added, “that when adver- prices you may nave 

H E A M E R I + A N tising specific booklets having to thouknt ” possible: 
do with accident prevention around sine (20h by ayes 

the home, automobile accident pre- greet “Other sizes ote 

vention, fire prevention and crime wien 


Make us prove it. 


EGION 


MAGAZINE 


9 ROCKEFELLER PLAZA, NEW YorRK Crry 


men, slightly over 50 per cent were 
married women, and the remainder, 


“It has also been interesting to 


| prevention, the latter proves to be 


far the most popular.” 

A program of four major points 
| was outlined by Mr. Vogt for “In- 
creasing the Effectiveness of Trade 
|Paper Advertising by Direct Mail.” 
| Mr. Vogt suggested that each field 
man should receive advance proofs 
|of each advertisement in order that 
jhe can tie in his individual efforts 
with the sales appeal in the copy. 

Another direct mail function, he 
remarked, is in calling attention of 


PROCESS PLATES 


If vou use 4-color pro- 
cess plates in your 
broadsides, 


have Standard 4-color 
process plates in cer- 


MADE BY COLOR REPRODUCTION 
SPECIALISTS 


How ts it done? There are no 
These are good standard 4-cotc 
which you would ordinarily pay three t 
the price i gs answer is Phe Rochro me 
izes in color process « Since its incept 
plant has ae voted itself exclus sively t the 
color ork in the photo-engraving fi 
leading > iblishers, printers and manuf vcturers 
" ae ‘Th precision e wip yment, highly skilled 
men and application to specialized sizes ™ ake 
sible the attrac tive pore 


Cet full details on other specialised sos 
samples, prices, etc. Please make reque*! © 


your letterhead. 
PHOTOCHROME, we 


54 West 21st Street, New Y 


Ine specs" 
» this 


M vst 
crafts 
pos: 
es for the se SIZES. 


PHONE: WAtkins 9-6944 
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ts for NG LICIULOIS 


...and some facts regarding automatic 
refrigeration that may interest you 


One-third of the families in the United States are now using 
| electric or gas refrigerators ...Who are these people who enjoy 
this newest household convenience and luxury? There are a 
number of interesting facts about them in a new survey that 


has just been completed. 


173,571 families who read The American 
Weekly have told us what refrigerators they 
use —what they buy for their kitchens, laun- 
dries, living rooms, bedrooms, bathrooms 
and garages—and how much they spend. It’s 
all in this new survey —the X-RAY EXAM- 
[NATION —which, incidentally, is the 


largest survey ever made in advertising history. 


These families offer a typical cross section ot 


the American Weekly’ s nearly seven million 
circulation. 


One startling fact it shows is that out of all the 
tetrigerators made, 61.8% of the business — 
among The American Weekly readers—went 
to the four most consistently advertised makes! 


The X-RAY EXAMINATION is one of the 


most illuminating pictures you’ve ever seen of 
advertising doing a job. Whether you’re selling 
refrigerators or cold cream, radios or tires, 
cleansing powder or face powder, or any other 
advertisable commodity, this survey is jammed 
with information that is now available for man- 


ufacturers and advertising agency executives. 


HEAMERICAN 


TE “= AWVEBKLY 


Circulation 
“The National Magazine with Local Influence” 


in the World 


MAIN OFPICE: 959 EIGHTH AVENURB, NEW YorK CITY 


BRANCH OFPICES 


PALMOLIVE BLDG., CHICAGO ..... 5 WINTHROP SQUARE, BOSTON 
HANNA BLDG., CLEVELAND ...... EDISON BLDcG., Los ANGELES 
HEARST BLDG., SAN FRANCISCO ...... ARCADE BLDG., ST.LOUIS 


GENERAL MoTorS BLDG., DETROIT . . . 101 MARIETTAST., ATLANTA 
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: In Anti-Chain Tax Struggle 


A &P Launches First Copy 


New York, Sept. 15.—Taking the 


% case of the chain store directly to the | 


that the management “is faced with 


SYMPHONY STRIKES PRICE NOTE 


$560- 


‘employes of the company are re- 
ferred to as “a matter of very grave 
‘concern. More than 70 per cent of 
| these employes have been with the 
company for more than ten years, 
Many of them have devoted all of 
| their working lives to the interests 
‘of the company.” 

Touching on the consumer inter- 


the necessity of deciding upon a ‘est in chain store operation, the 
ve, Se public, the Great Atlantic & Pa-|course of action in relation to this a | statement referred to the low leve] 
a cific Tea Company today used five-| proposed legislation—-whether to 7 THE SCALE Tage | of prices which is maintained and 
sae column advertisements in 24 East-/|do nothing and risk the possibility 'declares that last year $881,700,000 
7 2 ern newspapers to launch an attack | of the passage of the bill, and the ‘worth of food was distributed 
a on the anti-chain store bill which | resulting forced dissolution of this ‘through A&P outlets at a profit of 
a Representative Wright Patman has | business, or to engage in an active one per cent. 
said he will introduce in the next | campaign in opposition to the bill.” 
Ss session of Congress. The A&P | Cite Public Service Threat to Farmers 
a “statement of public policy” is the | ties penchant te te 
a opening gun in a national institu-| “We believe that our organization Gent Y al oe million farm fami- 
tional campaign in which newspa-|has rendered a great service to the b aes Ce + roducing the food 
pers, and possibly radio and out-| American people,” said the Hart- | yl 8 th - : le” 
ES door, will be used from coast to! fords, “and that it is as a result of | Consul y ates “Th ge z- 
‘4 a that service that we have prospered. | SYMPHONY AUCTION SALE IN 1900 sult Sule to ie Wee & Sen 
z : The initial advertisement of the|If we consulted our own interest it | : 7 en P. . y seaitiatios Gah welll bh 
, big chain was signed by George L.| would be very easy to stop and en- | As Depicted in the Boston Press roe’ «9 . oh een Moar of 
if = Hartford, chairman of the board,|joy whatever leisure we have | a , ‘ . . eye wt Pr yeh a 
= and John A. Hartford, president of |earned. No one is dependent upon Auctioning season tickets to the highest bidder was more pic- his distributing “= inery. 7 
a A&P. The message broke a silence|us except our fellow workers. turesque but less convenient than the subscription sale now | The Hartfords then proceede : 
ot on public affairs which has ex-|However, after fullest considera- employed at Symphony Hall + In 1938 you choose the seat you analyze the respective functions of 
- tended over the entire 79 years of|tion of all interests, we have ar- want for oo concerts of regi symp vy pi mage Pie oe oe a sen oe 
’s his , eel a sot ours as long as you want it + Your favorite location and price - 
i a pra pin cwsigge Dede sstodiagesied binge = — a ar (well below the high notes shown abovc) are assured by annual “In the last ten years, during the 
‘3 ; the move to drive chain stores out be doing less than our full duty if ide ol a a Whe hatiasten benaiiin bey the shah of Be lgreatest period of chain store 
i ae of business is contrary to the inter-| we failed to oppose, by every fair right of renewa e Urchestra DY : ut) g . 7 aaitictinied 
a ests of the consumer, as well as|means, legislation proposed by the patronage, annual renewals often running above ninety-five growth, the number of individua 
5 the farmer and the laboring man. (Honorable Wright Patman. percent + Keeping faith with a great public that demands the ‘dealers has increased rather than 
a... “Gines the task we have set be- best in musical performance, Dr. Koussevitzky and the Boston | decreased. The average grocer will, 
i Objectives Are Listed | tne us is one involving the widest | Symphony Orchestra stand today at the height of their powers. _upon request, deliver groceries to the 
q The current attack on the Patman | dissemination of complete informa- ats ‘customer a and _ reaped a. 
bill and the advertising which is to | tion to all of the American people, oS jextond it to tg an —. 
Oe follow represent an expansion of|and since this is a profession in — % ag _ Brow — Ponce 
er the general campaign of public edu- | which we are not expert, we have | StOn OF CFOGES MVOlVeS wt P 
oc cation in which A&P has assumed |engaged Carl Byoir & Associates, of bookkeeping, the tying up of 
leadership as a means of defending | public relations counsel, to do this capital, and credit losses. If some 
chain store and super-market mer-|work. We realize that our views | | customers can afford and voluntar- 
chandising. The objectives, and the | are seldom news. We know, there- Emphasis on today's price as compared with that of an earlier era featured this (ily elect to pay a higher price for 
means by which A&P will attempt | fore, that we must be prepared to experimental copy used by the Boston Symphony Orchestra in local newspapers | groceries and meats because they 
to achieve them, are frankly dis-|spend a substantial sum of money to heighten interest in the symphony season. If it is successful, a regular cam- |want credit, or delivery, it is quite 
saline cussed in today’s statement, which|in telling our story. We declare paign will be launched. | Proper that they should pay an ad- 
i : appears in New York and eight|now that this money will be spent | O3SSaaaQxXJ = ————SS——SSSS— ditional price for such service. 
7 4 . other Eastern cities. in the dissemination of information |and as Americans, we will be con- te rests of the management can be | However, the millions of families 
3 Because Representative Patman is | through paid advertising and every} tent with that decision.” ‘dismissed as of very little impor-j|in this country whose income is 
ah “an able lobbyist and propagandist | medium available to us. | One of the frankest statements | tance.” limited, and who can have more 
for his own bills” and “has been very| “We believe that when the Amer-|ever to come from American busi-| Both of the Hartfords, it pointed |and better food because they are 
successful in securing enactment of | ican people have all the facts they | ness, the A&P advertisement said | out, could “retire without per- | willing to pay cash, and carry home 
legislation which he has _ spon-j| will make their decision known to | that in considering the effect of the sonal or financial inconvenience.” | their purchases, should not be de- 
sored,” the A&P officials asserted |their representatives in Congress, | dissolution of the business, “the in-|But the interests of the 85,600 /nied this opportunity.” 
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Owned and operated by the Columbia Broadcasting System. Represented’ by Radio Sales: 
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SEPT. 19, 1938 


An advertisement addressed 
to advertising agencies by 
the McGraw-Hill Publishing 
Company, Inc., New York, N.Y. 
— Offices in Atlanta — Boston 
Chicago — Cleveland — 
Detroit — Philadelphia — 
Son Francisco — 
St. Louis. 


PUBLIC RELATIONS 


! McGraw-Hill Editorial Program which Your Clients Will Soon Be Asking 


You to Interpret For Them in Terms of Their Own 


“Proficiency in technology and merchandising 
is no longer adequate either for a corporation 
or an individual. The companies and the indi- 
viduals who are achieving the greatest success 
today are those who are also talented in the 
handling of human relations with employees, 


customers, and communities.” 


James H. McGraw, Jr. 
President, McGraw-Hill Publishing Co., Inc. 


A 


Ww w 


OMMENCING in October and continuing 
C in future issues, McGraw-Hill Publications 
will assemble basic facts on public relations and 
focus them to the particular conditions obtaining 


in cach industry served. 


SERVICEMEN IN WHITE 


Radio “Hospital” Stunt 
ls Clever Promotion 


Whether it is tor observation or for 
in “appendectomy,” anv radio rushed 
o Ernest C. Augsten’s Hartford “Hos- 
pital” gets really professional attention. 
On the staff are two “internes” and 
iwo “nurses.” This clever promotion 
sunt is) described by RADIO. RE- 
PAUL ASE eaceavedaxsxs eee 


DIESELS FOR BUSES 
Why They Use Them and 
What Results They Gei 


In BUS TRANSPORTATION you'll 
find a comprehensive article — techni 
cal but understandable —on the use 
of the diesel type engine in the buses 
of several operators in Canada, and, not 
\o slight the American manufacturer, a 
design story on a new domestic two- 
cycle diesel. 

\lso, Wm. J. Cumming, General Su- 
perintendent Surface ‘Transportation 
Company, New York, believes that the 
(liesel engine is the best form of prime 
mover to use with electric transmission 

and that electrical transmission fits 
bus operating conditions more natu 
ily than does mechanical transmission 

so he was interviewed about his ex 
periences by TRANSIT JOURNAL. 
The article in the August issue turns 


ip some interesting phases .,....No.3 
Survey Shows What 558 
Llectrical Dealers Think 
lhout These Gadgets 
flow many dealers do and do not car- 
them? And why not? Percent ol 
inns due to customer dissatistac 
Purchases by women — for them 
es—or as gifts? Facts revealed in 


survey by ELECTRICAL MER 
CTA NMEISEINGE 5 ccctdveseteiasedee. © 


SELLING MODERN KITCHENS 
latest Field Reports Reviewed 
reat success of the national Mod 
Kitchen Bureau Program in two 
is one of the most-talked 
ngs in the electrical appliance 
try. Field reports from all 
untry increased sales one 
nother in this“ Modern Kitchen” 
ich to the prospective appliance 
ELECTRICAL WORLD pre 
ome typical reports on operations 
ults .-No. 5 


sears 


ovel 


STTOSS 


RUGS AND CARPETS 


\ 


De SiS and Mere handising 
Stimulating Business 


tterns, color schemes and even 
covered back Idea for rugs, are 
| briefly in the current issue 
'TNTILE WORLD... Ne. 6 


Public Relations Problems. 


It is an immense undertaking. Further details, 
particularly with reference to the meaning of this 
program to advertising men, will appear in the 
McGraw-Hill advertisement 
Advertising Age. 


in the next issue olf 


Meanwhile, in order that agencies and adver- 


tising men who have close and important connec- 


request. Check 


pon. Item No. I. 


Now 
Trylon and Perisphere presented a spec- 
tacular sight even in the earlier stages of 
construction, 


completed, the already famous 


BUILDING A WORLD'S FAIR 


A Construction Achievement 
Involving Millions for Materials 


Would you have any idea of the mag 
nitude of the construction costs fon 
building the New York World's Fair 
which will open next April? Have you 
thought of the possibilities of dra 
matic advertising copy for some of 
your accounts which may have fur 
nished any of the vast quantities of 
material going into the great project? 
Steel? Cement? Glass? Timber? Stucco 
Materials? Paints? Wallboard? Electric 
wire and cable? Pipe? Valves and Fit 
tings? ENGINEERING NEWS-REC- 
ORD will give the first official story 
of the engineering and construction 
achievements in the September 22nd 
issue er ey 


REFRIGERATORS NEED 
REPLACING 


Sales Possibilities Shown in 
Markets Considered Almost 
Saturated 


How hall a million dollars worth of 
new refrigerators were sold in a 12 
week campaign in Washington, D. ¢ 


is told in ELECTRICAL MERCHAN.- 


DISING. The slogan, “Look At Your 
Refrigerator” was adopted and adver 
tised, with emphasis on the modern 


improvements and economies absent in 
obsolete equipment No. & 


SELLING 1/2 MILLION 
APPLIANCES 


Drive in New York and Suburbs 
Use ‘ Prize Pac kage Ide a 


The September 3 News Issue of ELEC 

FRICAL WORLD details a gigantic 
electrical appliance sales drive launched 
by the Consolidated Edison Company 
of New York. More than 900 approved 
dealers are to take part in a campaign 
to sell a half million appliances. A 
prize package of irons, LES. lamp, 
radio and valued at $53.25 is 
offered tor $21.50. Big newspaper space 
m New York 
ie fanning interest 


toastect 


and suburban papers 


No. 9 


tions with the management, sales and publicity 
problems of America’s 
corporations may be in- 
Ww formed, we have prepared 
a booklet entitled, “Public 
Relations for Industry”— 
which will be sent you on 
the 


cou- 


WARNING SIGNALS 
FOR LIQUOR 


Drys Haven't Quit Fight 


Heres a comprehensive summary of 
the activities of the Anti Saloon League 
and its friends which shows the sui 
prising efficiency of the quiet) cam 
paign being carried out to secure and 
win local option elections all over the 
country. BUSINESS WEEK reports at 
some length on all sides of the ques 
TE acdeeteceons ee No. 10 


TRADE-MARKED 


Making It Easy For You 
To Identify McGraw-Hill 
Publication Listings 


AMERICAN MACHINigy 


Issue ol 
Data Service, each 
McGraw-Hill Publication listing — is 
clearly marked with our Building 
trade-mark, as well as the usual ABC 
and ABP emblems. “Look for all 
three” when you're making up your 
business paper lists. Why? Because 
these marks mean definite advantages 
to the buyer of business paper space. 
Reprint of our S.R.&D. front cover 
advertisement will tell vou what these 
MAVAIMAMES ATE 6. cccicne No. Il 


Beginning in the September 


Standard Rate & 


BRITAIN’S WAY WITH LABOR 
First Hand Information On 
How They Keep Industrial 


Peace in England 


Just back from the British Isles comes 
btdward J. Mehren, former Vice-Presi 
dent of McGraw-Hill Publishing Com 
pany, and more recently President of 
the Portland Cement Association, with 
ua keenly interpretive article in FAC 
TORY why strikes and in 
dustrial disputes are fewer there than 
country. How the stand 
living of the workers in the 
two countries compare, will make in 
the agency man 
who is advertising consumer goods to 
the masses here. or abroad No. 12 


showing 


im our own 
ards of 


teresting reading for 


Rudoy- Ouker Co us 8 
EAE LE rs 


a2 
BETTER LIGHT BETTER WORK 


“B. C. Electric Railway Company has gone to billboards in a campaign to 


stimulate commercial lighting sales," 


PACKAGING 


“Zipper” Packages and othe) 
New Ideas in Food Products 


Imported from Switzerland is some 
thing like the zipper fastener, applied 
to food containers. Also other new 
ideas in two pages of pictures and de 
scriptions of what's new in “packaging 
and products” in the food field in Aug 
ust FOOD INDUSTRIES....... No. 13 


FOODS — DRUGS — COSMETICS 
The New Federal Act 
Highlighted 


FOOD INDUSTRIES for August pre 
sents an official digest of the new 
Federal Food, Drug and Cosmetic Act 

showing principal differences from 
the old law. While the new act became 
law on June 25th — its provision (with 
a few stated exceptions) do not become 
effective until next June 25th. The di 
gest also points out those provisions 
now effective .. rere No. It 


sere nene 


“FORTYPHOBIA”’ 


Speaking about Public Relations, you 
may be interested in the viewpoint ot 
the Editor of AMERICAN MACHIN 
IST on the outlook tor men over 40 
years of age, in industrial jobs. “Banish 
Forty phobia,” he says in a leading edi 
torial, and tells why industry should 
do it. 

Also a summary in BUSINESS WEEK 
of the organized efforts being made to 
find jobs in business and industry for 
MON “OVET FD ciancrsecterees No. 15 


XMAS APPLIANCE SALES 
Build-Up for Holiday Selling 


The Christmas market is always a 
bright spot for appliances — but THE 
WHOLESALER’'S SALESMAN believes 
that with proper build-up for pres 
sure on holiday selling, the appliance 
business will be swell this Christmas. 
So in a thorough manner a_ 10-step 
program is detailed — even to a survey 
form to make definite the dealer's plan 
for Christmas selling........ .» No. 16 


ULTRA VIOLET 


Used and Advertised in Food, 
Paint, Dye and Other Industries 


Potentially profitable fields for ultra 
violet, savs BUSINESS WEEK, seem to 
be in industry, advertising 
and other realms barely scratched in 
the earlier days of the sun-tan lamp 
ee , ican fa 


business, 
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says ELECTRICAL WEST. 


GLASS TEXTILES 
New Glass Fibre Development 
Headed for New Markets 


\ generation ago the then microscopic 
rayon industry produced “artificial 
silk” stigmatized as “synthetic,” en- 
joved a large measure of popular un- 
acceptance. But the ugly little duckling 
has grown to be a swan, basking in 
the sunshine of full popular acceptance. 
Will the same thing happen to fibrous 
glass; 

In CHEMICAL & METALLURGI- 
CAL ENGINEERING the article “Con- 
trasts in Fibre Manufacture” illumi 
nates the subject so that one may 


read into the immediate future. No. 18 


AIR-CONDITIONED NEWSPAPER 


Los Angeles Times Housed in 
Completely Air-Conditioned 
Building 


The Los Angeles Times Building is 
said to be the first completely condi- 
tioned newspaper plant in the coun- 
try. Article in POWER points out 
how the conditioning system is in- 
cluded in the heat balance of the 
building power plant. The use of ex- 
haust steam for cooling and dehu- 
midifying has resulted in a good heat 
balance, with large savings in operat- 
BPP er Cee reer eros No. 19 


SPOT HEATER SALES 
Selling During Dog Days 
Yield Good Results 


The man who has the responsibility 
for keeping proper factory, shop or 
institutional temperatures in the cold 
months, must buckle down to such 
measures while there is yet time to 
make necessary alterations in heating 
systems BEFORE steam is turned on 
for the winter. So MILL SUPPLIES 
points out that distributors and their 
selling staffs must get heating minded 
during hot weather to cash in on their 
finest. Opportunities — then tells where 


those opportunities lie... ....... No. 20 
The editor of SPACE has received 
some nice letters about the helpful 


ness of these little digests. Now his 
man Friday (who does the legwork 
in collecting the material asked for 


and sending it out) gets a nice letter 
from a Kansas City agency executive, 
saying,“ Thank you for your letter of 


fugust 12th and the material sent me, 


which is certainly a great deal more 
elaborate than I had anticipated, The 


articles I have 


mrast 


read in this group are 


interesting.” 
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10 ADVERTISING AGE September 19, 193 
number of books on business and | characterized the outlook for retail and predicted no further inflation + 
Experts Foresee /head of an industrial research firm, | trade as “not booming but promis- in the immediate future, a housing NA \ e ve 
= . |cited current rising indices of trade | ing.” An upturn in retail trade de- boom, and no general European 
Business Pickup, and predicted a “definitely optimis- | pends upon an increase in consumer war. “The wage and hour law,” he 


~~ 


‘tic turn” in business. He urged | purchasing power, he declared, and declared, “has far greater chance of | f M { 
But No Boom that business men take their eyes | indications are that purchasing success than the NRA had.” n 0 yS ery 
ee | din ee . loff Washington, stop quarreling | power is on the upgrade. 

New York, Sept. 13—No boom ‘about politics, and take the offen-| Dr. Nystrom asserted that among Push Monopoly Investigation 8 
|sive to recapture lost sales. ‘the dark spots on the retail horizon The monopoly investigation is 0 opy esting 
| He declared that business has|are lagging department store sales.| sure to be pushed, Mr. Wooton as- 
| pulled itself out of the doldrums of | He cited Federal Reserve Board fig- | serted, and an attack on price struc- 


but definite improvement in busi- 
ness conditions is the outlook for 
the next few months, according to 
forecasts presented at today’s first 


‘each previous depression, and that/ures to the effect that three dis- | tures in general and insurance com- Agency Executives to 
fall meeting of the Sales Execu-| with money at this time cheaper |tricts, Atlanta, Boston, and Minne-| panies in particular is in the offing. L d H d ° A | 
tives Club of New York by J. | than ever before, conditions are ripe | apolis, reported gains in August de- | He pointed out that pump priming, end a and in Ana yz- 
George Frederick, president, The | for a concerted upturn. “Business| partment store business but that to be successful, must be speedy, ing Systems 
Business Bourse; Dr. Paul H. Ny-| must take a new spirit and meet the | sales were off in other regions. and that while it is easy for id, 
strom, president, Limited Price |same challenge that has been over- med i government to appropriate money on ‘ = po 
Variety Stores Association, and | come in the past,” he said. No European War it takes time to do the actual spend- | Png! posing — on = 
Paul Wooton, Washington editor, Dr. Nystrom, who is a professor}; Mr. Wooton commented on the|ing. At present, he said, federal | 4), hi PY 8 ; - 

; - saa : d ‘ ; . . ghlights of the 29th annual 
Business Week. of retailing at Columbia University | outlook for better cooperation be-| agencies are actually spending little 


‘ Rit f Na. 
Mr. Frederick, the author of a | and a past president of the club,|tween Washington and business, | more than a year ago. meeting of the ac ge ng 


ers, Inc., to be 
held at The 

Homestead, Hot 
| Springs, Va. 
Sept. 28 to Cct, 
1, it was an- 
nounced today 
An entire session 7 
will be devoted 
| to the subject. 
Preliminary 
|} convention plans 
were described 
by Kenneth 
Laird, vice-president, Weco Prod- 
ucts Company, Chicago, and chair- 
man of the program committee, who 
said that the first day’s sessions wi)! 
be closed to all but members and 
will be devoted to an intimate dis- 
cussion of the many problems fac- 
|ing manufacturers who use adver- 
tising as an aid to selling. 

On the second day, representa- 
tives of advertising agencies will be 
|invited to attend to participate in 
the copy testing discussion. 


Kenneth Laird 


Open Sessions Planned 


For the last two days of the con- 
vention the association will have 
as its guests media representatives. 
Topics for those sessions will be 
broader in their implications, cov- 
ering problems which affect all 
those engaged in the many branches 
of the advertising business. One 
feature will be a talk on _ the 
Wheeler-Lea amendments to the 
Federal Trade Commission Act, by 
James Horton, FTC chief examiner. 

Again this year the entertainment 
| will be headed by a new edition of | 
the Ad-Ribbers dinner and show. | 
There will also be a golf tourna- 


i |ment Saturday afternoon, Oct. 1. 
65 | Robert B. Brown, Bristol-Myers 
a |Company, is chairman of the Ad- 


|Ribbers dinner, and Paul Ellison, 
aed Hygrade Sylvania Corporation, is 


0.5 millivolt line (daytime) Demand and Get Actual Station a eo Se | 


Serving with Mr. Laird on the 
|program committee, are: H. M. 


a C Ov e r a g e D a t a ©) f th e D e nv e YT- | Shackleford, Johns-Manville ‘Cor- 


poration; James A. Donan, Stand- 


CBS Primary Listening Area R oc ky M oun t a i n R e g i on ! ard Oil Company of New Jersey: 


|Arthur A. Fisk, Prudential Insur- 


(daytime) : — P ; ance Company of America; Carle- 
How do you like to have your program structure that’s just a jump ahead with _ —s ton: - Healy, Hiram Walker, Inc. 
: ‘ ; Stanley A. Knisely, Republic Steel 
station coverage data presented? a direct appeal to all classes makes KLZ the |Corporation; Joseph M. Kraus, A. 
. ; =" . Stein & Co.; Theodore Marvin, 
KLZ provides two thoroughly re- Most listened to and most talked about station |'Hercules Powder Company; J. N. 
; - ‘ ‘0-5 +. ; McDonald, Anaconda Copper Min- 
liable and accepted methods of station coverage within the area which it serves. |ing Company; L. E. Meyer, Inter- 
measurements. For those who prefer to think sonar a? oa a pt 
| . waitiie. any; A. D. S. Palmer, National Su- 
, in terms of listeners’ response there’s the CBS Denver merchants know of KLZ's gar Refining Company of New Jer- 
; . iasteslllk deadiaih ail — ff sey; Gordon M. Philpott, Ralston 
: 4th Listening Area Study. More technical mind- road coverage and enthusiastic efforts to play Purina Company; H. W. Roden 
: ; , — P , Johnson & Johnson; Dr. M. W. Sto- 
ed buyers find areas established by field strength to the Rocky Mountain region's biggest audi- fer, Norwich Pharmacal Company: 
si a ; ik. A. Throck iner 
measurements more to their liking. Take your ence. They, along with a dozen new network \Gesuaien ah” dacetien, tame 
choice, KLZ has both with separate daytime and and national sponsors, in addition to renewal Waddell, Hamilton Watch Com- 
‘ | Pany; Mr. Brown; O. A. Saunders, 
nighttime coverage areas, of practicaliy all of past year give significance | The Centaur Co.; William A. Wolff, 
| Western Electric Co., and H. M 
Where people listen to KLZ and to the statement that KLZ is the most effective, | Warren, National Carbon Co. 
these areas indicate where they do—KLZ is the economical medium for advertisers in the | stubyY 
F . . . . . e 4 | 
i livest, most interesting station to listen to. A Denver-Rocky Mountain region. FRANK H. YOUNG'S 
ADVERTISING LAYOUT COURSE 
AT HOME 
Advertising needs and amo! 
| rewards trained, able |! uit e 
| mer Now—for the first time \ 
> | ~wherever you are, you car \a\ ‘ , 
study under supervistor of - . - 
Mr Young internationally —<* (— 
| recognized authority A pra 
tieal course hase on methods 
' Academy of Art Indorsed by 
. | advertising executives, art directors For besin™ 
} and professionals in advertising. art, printing. * 
| Leart amd apply avout principle re ’ t 
| criticism by mail Moderate cost 
5 6 0 K Cc . | Write for free details 
UNDER AFFILIATED MANAGEMENT WITH WKY — OKLAHOMA CITY AND THE AMERICAN ACADEMY OF ART 
‘ . ’ : - a i. — F . > i 
; f OKLAHOMA PUBLISHING CO. — REPRESENTED BY THE KATZ AGENCY, INC. — | _ pest. c-96. 25 € Sachsen Bid Chieags, itl 
ik F pay ee é mon Sa ai 
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An eye wit 
a Brain! 


te modern news- 
camera is a far-seeing and searching 
eye. As used by LIFE it is an eye that 
thinks—an eye with a brain! 


For LIFE has wedded pictures and 
words intoanew kind of pictorial jour- 
nalism in which pictures and words 
are joined together to tell a story, 
describe an event, or develop an essay 
—a new journalism in which pictures 
form the text, and words illustrate 
the pictures! 

Proof that America was waiting for this 
new journalism is the fact that LIFE has 
become the most phenomenal success in 
all publishing history! It has made con- 
structive information and legitimate news 
so enticing that the public pays out more 
of its money for LIFE each week than 
for any other magazine ever printed. 


ee: camps 
aie 


NEW FASHIONS FROM LIFE 


For that money, LIFE’S readers get not 
just pictures for the pictures’ sake, but an 
exhilarating mental stimulus. For ex- 
ample, even that favorite stand-by of all 
picture editors, the bathing girl, must have 
some reason beyond curves to merit a 
place in LIFE. She must be showing the 
new bathing-suit styles, cracking swim 
records, winning prizes for beauty beyond 
the ordinary, or doing something else 
that makes sense and news. 


Nor does LIFE make up its 
pages from the thousands of 
good news-photographs offered 
by the large picture agencies. 
LIFE uses these agencies. But 
LIFE’S most important source 
is its own staff—crack photog- 
raphers, ready to go anywhere 


in the world where news is being made, 
or about to be made, and there get exclu- 
sive picture-stories for LIFE. 


FOREIGN NEWS-- FROM LIFE 

These on-the-spot members of the staff 

have enabled LIFE to give its readers 

their clearest account of war in China, 

Nazism in Austria, preparation in Czecho- 
slovakia, tragedy in Spain. 


FROM LIFE GOES TO A Panty’ 

Because LIFE, while candid, is never 
destructive, doors are opened to it that 
have heretofore been closed to the search- 
ing eye of the camera. Thus LIFE was 
able to attend the recent Versailles lunch- 


eon to England’s King and Queen, per- 
mitted to picture the private quarters of 
the U. S. Senate, taken behind the scenes 
into the sacred precincts of the New York 
Stock Exchange. 


LIFE’S issue on the Youth of America 
was not just pictures of a lot of young 
people, but a thoughtful word-and-picture 
essay on a great national problem. 

LIFE, definitely for American business, 
doesn’t insult readers’ intelligence with in- 
discriminate puffery. But when Ford in- 
vested $35,000,000 in plant expansion at 
a time when jobs were scarce, that was 
news and LIFE recorded it. 


FROM LIFE'’S MOVIE OF THE WEEK” 

LIFE’S movie pages are not casual 
collections of stars’ portraits or scenes 
from current pictures, but an intelligent 
summary of what competent critics con- 
sider the Picture of the Week and the 


legitimate Hollywood News of the Week. 


LIFE explores the field of modern sci 
ence, makes vital news of archaeology, 
cancer research, entomology, and other 


FROM A LIFE ARTICLE ON SCIENCE 


subjects that until now have been con- 
sidered too dry and heavy for the average 
reader. 


FROM LIFE’S ESSAY ON SWING MUSIC 


LIFE attempts not only to record but 
to explain trends, movements, and ‘phe- 
nomena. Thus, anent LIFE’S recent essay 
on Swing Music, one reader wrote, “I’ve 
listened to Swing, heard Swing discussed, 
seen its perpetrators and addicts pictured, 
read about it, but never really understood 
Swing until LIFE cleared it up for me.” 


From these examples and from a perusal 
of any issue of LIFE, it is clear that, while 
LIFE is a “grand show,” it does not enter- 
tain only. Through its new kind of picto- 
rial journalism, it is enabled to inform 
in an entertaining way. That is why 
LIFE, the newest editorial idea in Amer- 
ica, has become the most potent editorial 
force in America. 
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How Much Competition? | 


Those who support the American 
system of free enterprise, and op- 
pose governmental control and regi- 
mentation beyond the point of es- 
tablishing the rules of the game, 
favor the protection of the consumer, 
in terms of delivering goods of the 
highest quality at the lowest pos- | 
sible price, through effective compe- | 
tition. That kind of competition is 
looked to, for example, to prevent 
monopolies, collusion in price fixing 
and failure to employ promptly the 
results of research and invention. 

Since the entire theory of mini-| 
mum governmental controls is 
based upon the maintenance of a 
free competitive market, it is obvi-| 
ous that the elimination or weaken- 
ing of effective competition opens 
the way for more rather than less | 
control by government, and in fact | 
justifies it. Hence business execu- | 
tives who decry regimentation and 
the loss of initiative and enterprise 
which it implies must of necessity 
stand for the maintenance of free 
and untrammeled competition. 

That theory and practice are 
sometimes in serious conflict, how- 
ever, is indicated by the advocacy 
by business men of certain types of 
laws which are intended to protect 
specific business groups and control 
others. The objective of these laws 
can be stated in a plausible way 
but in effect they are laws to reduce 
competition. Thus their enactment 


ture of the industry, from the stand- | 


presents the paradox of business 


men who on the one hand demand 
opportunity for free enterprise and | 
on the other propose restrictions | 
upon competition. 

Paul G. Hoffman, president of the 
Studebaker Corporation, recently 
warned the automobile trade of the | 
dangers inherent in the enactment 
of state laws such as those now in 
effect in Wisconsin, Iowa, Ohio and | 
Nebraska, providing licensing of | 
dealers, with the intent of prevent- | 
ing the establishment of an exces- 
sive number of retail establishments 
in the automotive field. He pointed | 
out that such a course puts the fu-| 


point of its distribution facilities, in | 
the hands of political appointees | 
who may or may not have the nec- 
essary vision and intelligence to de- 
termine all of the factors involved. 
Certainly competition is eliminated 
to a large extent. 

In emphasizing the necessity of 
refraining from an attempt to meet 
competitive problems through the 
enactment of restrictive laws, Mr. 
Hoffman made this significant state- 
ment: 

“There are in my too 
many business men in America who) 
talk loudly of government dictation | 
and against the growth of political 
bureaucracy, but who have never- 
theless gone, literally or figura- 
tively, to Washington or to state 
legislatures and asked some | 
form of special privilege.” 


opinion 


for 


Making Direct Mail Work 


The use of direct mail for sales 


promotion, especially in stimulating 
salesmen and dealers and insuring 
full capitalization of advertising to 
consumer markets, is so well estab- 
maintains such a satis- 


lished and 


factory record of 
that it 


routine 


accomplishment 
be regarded 
But 


phases of its use which are 


may today as 


there are certain 
not rou- 
tine and may deserve even more at- 
tention than they have been given 

the the 


or di is tied in with 


One i manner in which 
tributo1 
The most 
not supplying 


amount of 


dealer 


the campaign successful 


direct mail users are 
an unlimited sale 
material without charge, but are re- 
quiring payment plus the develop- 
ment of carefully selected lists. Per- 
haps the charge is only a fraction of 

actual cost of producing the cam- 
paign, but the dealer it is 
valuable because it has cost money. 


Getting the retailer to 


knows 


pay 


omotior aid turn hed by 


the manufacturer is in itself a sales 
promotion job, and this needs all of 
the skill which 
are expended upon similar efforts 


care and technical 
addressed to consumers. Good mer- | 
chandising of sales promotion cam- | 
paigns to trade factors not only sells | 
the material but insures full under- | 
standing and enthusiastic coopera- 
tion on the part of the dealer. | 
In the dark ages of direct mail | 
use, manufacturers frequently sup- | 
plied distributors and dealers with} 
unlimited quantities of expensive 
material, hoping that it would be 
mailed out to the right people. Now 
the accepted technique not only in- 
volves some payment by the dealer, 
but also assurance, through the sub- 
ion of selected lists, that it will 
ailed out to names 
for the 
dealer product 


be n which are 


really prospects manufac- 
tures 

When direct mail is planned and 
tilized with these factors in mind, 
it has a good working 


uccessfully 


chance of 


WHEN OPPORTUNITY KNOCKS 
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Boot & § 


orde: 


“Is Europe headed for War? Well, as manager of the Niftie Booterie, handling 
women's super-style footwear, at the corner of 6th and Main—and featuring 
this week a snappy new number in suede—I would say. . 


Ad-li 


bbing 


Well Dressed Beef 

“Hold this ad from a recent issue 
of a meat packing paper out at 
arms length and read the head- 


SUMMER 
FASHION 


NOTE! 


What the Welt-Dressed Beep 
1s Wearing This Year! 


KE DRAM 


REDRAH 

PRODUCTS 
MEAT BAGS @ STOCKINETTES @ 
Trenton Mills, Inc. |Valatic Mills, Corp. 


Please ell stives Lieted Below 
” 


lines,” C. D. Davenport, advertising 


manager of Union Steel Products 
Company, urges Ad-libbing. We 
have, and our chivalric nature is 


deeply upset by the strong implica- 
tion that the intriguing female is a 
well-dressed beef 

But searching around in the text, 
we find this additional significant 
information: 

“Form-fitting stockinette is de- 
creed for the 1938 beef mode A 
few years ago it was quite all right 
for carcass meats to be shown in 
the nude, but today packers who 
are up-to-date in their merchandis- 
ing methods are wrapping all car- 
casses in Redrah form-fitting stock- 
inette.” 


No Premiums Wanted 


Writing in the American Con- 
sumer, Mrs. Bert W. Hendrickson, 
well known to advertising men as 
one of the wiser representatives of 


ithe consumer, asserts her convic- 
tion that “Mrs. Consumer does not 
like premiums Advertisers have 
carried high-pressure salesmanship 
too far. If Mrs. Consumer wants 
the article or if an ad can make her 
want the article, she will take it 
without benefit of cake pans or 
limousines.” 

There is, we believe, a great deal 
of truth what Mrs. Hendrickson | 
ays, but it is not so simple a mat- 


ter as all that 
doubtedly help 
not be of 


Some premiums un- 
ell 
much 


y 0d SOrrmye 


may help Mrs 


Hendrickson’s flat statement de- 
serves consideration and thought, 
but it cannot be accepted as entirely 
and completely true, without care- 


—e 


Information 


for 
Advertisers 


The following documents may be 


|secured without charge from com- 


| No. 


| 
] 
| 
| 


ful investigation and many quali- 
| fications. 
|For Shame! 

Those stipulations the Federal | 
Trade Commission releases every 


now and then don't usually come 
under the head of sizzling reading, 
but occasionally they contain some- 
thing that makes us boil. Right 
now, for example, we’re in a stew 
over the agreement whereby L. C. 
Smith & Corona Typewriters, Inc., 
will quit claiming, in effect, that 


panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency ex- 
ecutive writing on his business kt- 
terhead. 


No. 1401. The Distribution of Ad- 
vertising in St. Louis. 

St. Louis Post-Dispatch has is- 
sued this folder which tabulates 
the advertising share of each St 
Louis newspaper in 30 major classi- 
fications for the first six months of 
1938. 


1402. 
WLW. 

This brochure, issued by Radio 
Station WLW, tells, in a simple and 
interesting way, the story of the 
station’s service—its programs and 
the people behind them. 


No. 


Part of the Story of 


1403. The Age of Brand Sus- 
ceptibility. 

Issued by Fawcett Women’s 
Group, this analysis of the woman’s 
market brings out some interesting 
facts about the relation of age 
groups to susceptibility to brand 
advertising. Tables and graphs 
show brand preferences and length 


‘of use of brand consistently used, 


by age groups. The study covers 

12 items most likely to be purchased 

by women of all ages. 

No. 1399. Route 1 to New Car Sales. 
In this new brochure The Ameri- 


|can Home not only drives home the 


| brain cells positively multiply from | 


|the use of a writing machine. 

One of the scholarly FTC gents 
| probably had a little trouble with 
| his secretary the morning he wrote 
| his opinion. We'd be the last to 
assert that those brightly manicured 
| fingers we see banging away at the 
| typewriter over there in the corner 
| brains, but the FTC doesn’t have to 
'be so indelicate about it. 

In fact, we’re thinking of organ- 


| izing a National Society for the 
| Protection of Susy the Stenogra- 
| pher. 
Jottings 

Industrial advertising men are 


fact that the automobile is funda- 
mental to suburban living, but 
offers figures to show that American 


| Home families “have what it takes,” 


and are spending money for new 


| Cars. 


| belong to a body overblessed with | 


No. 1400. Gold Is to Be Found on 
the Gold Coast of Long Island. 
This brochure, issued by Griscom- 
Woodyard Publications, offers de- 
tailed market data on each of the 
nine towns covered by the weeklies 
of this group. Included are popula- 
tion, distance from New York, num- 


| ber of commuters, telephones, bank 


lines of retail stores. 


|writing many a kidding letter to | 


|E. B. Bossart, chairman of the at- 
|tendance promotion committee of 
the National Industrial Advertisers 
Association, because of the trick 
letter promoting attendance at the 
convention which he sent out re- 
cently. This letter was supposed to 
have a toy trowel attached to it, 
and the recipient was urged to “put 
this little trowel in your pocket.” 
But the committee ran out of 
trowels and couldn’t replace them, 
so it filled out the list with horse- 
hoes, hammers and a variety of 
other gadgets. 

Miss Evelyn Brown, “Dep. Patri- 
otic Instructor,” sends us a private 
mailing card saying, “Please find 
a Prominent—Permanent—Place for 
the above definition of Americanism 
in your ADVERTISING AGE.” We 
don't }aow what organization Miss 
Brown, who reveals that she is a 
Spanish-American War nurse, is 
“Dep. Patriotic Instructor” for, but 
her printed definition of American- 
'ism might be a lot worse: “Ameri- 
/canism is an unfailing love of coun- 
| try; loyalty to its institutions and 
| ideals: eagerness to defend it against 
all enemies: undivided allegiance to 
the flag: and a desire to secure the 
blessings of liberty to ourselves and 
posterity.” ... 

The Fort Smith, Ark., Southwest- 
Times Record published its 28th an- 
nual educational edition last month. 
Originally supported by the adver- 
tising of all nearby schools and col- 
the paper turned its lemon 
|into lemonade when this support 
died off by garnering an impressive 
volume of retail copy addressed to 
students 


leges, 


deposits, and a tabulation of all 
A test cam- 
paign plan in the nine-paper group 
is described. 
No. 1395. 
Boots. 
Napoleon, according to this story, 
had a stand-in who wore the em- 
peror’s new boots until the saueeze 
and squeak were taken out of them. 
In this new brochure, the Mutual 
Network offers to be boot-breaker- 
in, and displays some representa- 
tive programs developed by Mu- 
tual’s stations, tried, polished, and 
ready to put on. 


Napoleon Bonaparte’s 


No. 1396. High School Rate and 
Data Catalog. 
Richmond Advertising Service, 


New York, has issued this new edi- 
tion of its rate and data catalog on 
the high school market. Informa- 
tion on 615 high school publications 
in 32 states is presented. 


No. 1384. 
This home ownership survey, is- 
sued by The News, New York, takes 
the reader on a tour through 30 dis- 
tricts in outlying sections of New 
York, where more than half of the 
families are home owners. Tabula- 
tions show median family expendi- 
ture, total families, total home own- 
ers and per cent of home owners, 
with New York morning newspaper 
family coverage in each district 


No. 1370. 

This portfolio, issued by Interna- 
tional Paper Company, contains 
specimens demonstrating the use 
of Adirondack Bond “Letterhead 
Yardstick.” This is a guide to let- 
terhead construction 


Beyond the Skyscrapers 


Demonstration Portfolio 


which can be 
used either in the making of a neW 
letterhead or in the remodeling @ 
an old one 
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An ny look at education depends a lot 
upon where you’re looking from . . . and 
who’s doing the looking. 

For instance, take advertising men. For that 
matter, take you. Your own cultural level is 
pretty far up the scale. When you picture the 
millions of women to whom you’re directing 
all that persuasive advertising, do you stop 
to consider that three out of four of them 
never finished high school—three out of five 
of them never got beyond eighth grade? 
in this basic educational culture group are 32 
million of the 41 million adult women in the U.S. A. 
(Don’t think for a minute that women have a mon- 
opoly on the back seats in the nation’s school-room, 
because the figures for men are almost identical.) 
A total of 64 million, 78% of all the men and women 
in the country over 18, and fondly referred to as 
“the buying public,” do their thinking and their 
buying, against this kind of fundamental educa- 
tional background. 
No wonder all the advertising sages say, “It’s not 
what you like, it’s what the customers like.” 
The same goes for media. 


Keep the fact very much in mind when maga- 
zine schedules come up for discussion. Sizing 
up magazines by what you like to read is apt 
to pile up circulation in homes of your own 
cultural level, and miss a lot of coverage of 
the other three-quarters of your prospects 
and different reading tastes. 

Realizing that most of their sales must come from 
the every-day families in every-day homes, many 
advertisers of volume-sale products are selecting 
magazines that give them adequate coverage of this 
hig mass market. 


-———— 


They're using the mass magazine groups. 

The mass magazine groups are edited with the 
common touch for the common mind. They 
make no bones about being frankly and 
honestly edited for simple reading tastes. 
And they’re bought by better than 6 million 


readers every month. 
But box-car figures do not make an advertising 
success, and the principal reasons why the mass 
= ween. “sg A VITAL QUESTION TO THE ADVERTISER 
magazine groups have come up fast in the last five 
vears in advertising lineage and advertising suc- WHO WANTS HER TO BUY HIS PRODUCT 
cess are, in part, these: 
|. Heavy concentration among the all-important younger 
housewives, open-minded heads of growing households. 
This is clearly shown and charted by accepted research.* 
2. New readers, There is little duplication with other 
magazines. Negligibly few of the young housewife readers 
are readers of the more traditional women’s magazines.” 
3. High percentage of newsstand sale (MAcrapvEN 3 
Women’s Group 92°% ), gilt-edge circulation bought over a aa Sis nk Ay eG RIMM pes 9 05 eg Selig eigen Be Mt 2 Ree | 
the counter, providing a month-by-month check of sus- Foal Bh Al 
tained reader interest ... and advertising effectiveness. THE sic EDUCATION eer OF THE Aoutr 
4. More for your money. Doubles the effectiveness of 
your advertising dollar. EDUCATIONAL BACKGROUND 
1937 and 1938 surveys by Daniel Starch as an integral part of the regular OF 82,200,000 ADULTS (total U.S. 
arch Magazine Effectiveness Report. A. population 18 years and over). 
~~ “ “ Compiled by Macfadden Wom- 
MACFADDEN WOMEN’S GROUP en's Group from 1930-1935 statis- 
\ group of five Macfadden Publications, offered as a single adver- tics of the Office of Edvcotion, 
tising unit because of close editorial kinship and a closely knit U.S. Dept. of interior. 
readership, alike as to age, sex, incomes, and reading interests. ~“ “4 
Guaranteeing 2,200,000 circulation. Can be purchased or keyed For more facts on the educo- 
individually or in any combination. The group comprises TRUE tional back 
ty OF | iny combil on. 1h P_ JE grounds of people 
ROMANCES, TRUE EXPERIENCES, LOVE & ROMANCE, and how it influences them 
MOVIE MIRROR, and RADIO MIRROR, market-wise, write nearest Mac- 
fadden Women's Group office: 


122 East 42nd Street, New York; 
333 North Michigan Avenue, 
Chicago; Russ Building, San 
Francisco. 
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Bridge Develops 
Rating System 
for Jewelry Copy 


Convention Hears of 
100-Point Method of 
Evaluation 


Chicago, Sept. 12.— The Bridge 
100-point system for evaluating the 
effectiveness of credit jewelry ad- 
vertising was presented to the 12th 
annual convention of the National 
Association of Credit Jewelers here 
today by Harry P. Bridge, presi- | 
dent, Harry P. Bridge Company, 
Philadelphia agency, the author 
and copyright holder. 

Mr. Bridge’s copy rating system 
embraces only 20 yardsticks, 
credits for observance of all total- 
ing 140 points. In this imperfect 
world, however, there is no such 
thing as a flawless advertisement, 
he explained, hence any copy 
which earns a rating of 100 points 
is regarde@ as effective and worth 


Another STANDARD OIL 
OF OHIO poster carries 
THE SEAL OF LITHO- 
GRAPHIC MERIT 


putting into circulation. The maxi- | 


mum score under the Bridge sys- 


tem is 115 points, since if all of the | 
. . | 
precepts were incorporated in any | 


single piece of copy, the advertise- 
ment would lose its simplicity and 
unity and become a 
hodge-podge. 

Mr. Bridge also emphasized the 
fact that though seven 
credits are given in his system, the 
student is forced to pay attention | 
to details because the sum of the 
credits for major elements in the 


copy is insufficient to give the en-'| 


tire advertisement a 
rating. 


Must Create Demand 


Lanford F. King, editor of The 
Community Jeweler, Philadelphia, 
preceded Mr. Bridge on the pro- 


satisfactory 


gram with a fervid plea for more 


constructive copy — advertising 
which sells the basic idea of own- 
ing jewelry, instead of merely com- 
peting for a share of existing de- 
mand. He urged the jewelers to 
accent “the beauty, romance and 
excitement” of owning diamonds, 
for instance. Mere price advertising, 
he asserted, is inconsistent with the 


basic idea of selling the pleasure | 
derived from possession of satan 


stones. 
The Bridge system of rating copy 


meaningless | 


major | 


takes cognizance of this necessity 
by awarding 10 points to the ad- 
vertiser who mentions love, ro- 
mance, or sentiment, “the chief 
|factors associated with jewelry 
| purchases.” 

Mr. Bridge, who said his rating 
system was developed by an an- 
alysis of 1,500 jewelry advertise- 
ments which actually appeared in 
| newspapers, and by a record of re- 
sults, showed a blownup reproduc- 
| tion of one typical advertisement, 
j}and another of the same copy im- 
proved by application of the 100- 
| point system The original was 
| rated at plus 71, minus 69 points; 
| the improved version at plus 97, 
minus 43. Use of the minus sign 


j}acts as a constant incentive to im- | 


| provement, he said. 

Mr. Bridge gave the original 
copy a plus 12 for (a) handling of 
price in such a way as to attract 
the greatest number 
customers for a particular type of 
store; 12 points for (b) featuring 
deferred payments properly to at- 
tract the greatest number of cus- 
tomers for that particular type of 
store; 10 points for (c) proper fea- 


| turing of the jeweler’s name in a 


direct mail advertising. 
He gave it a plus 6 
| for (d) layout, 


“which should be 


of potential | 


uniform slug in all publication and | 


and minus 2 | 


—a 


"BEFORE AND AFTER" A LA BRIDGE 


me Bleck s— Ramm Oldest Complete Home F urnisher my 
Looking For An Appropriate Gift? 


HERE'S A SUCCESTION FOR THE 
@ BOY OR GIRL GRADUATE 
@ BRIDE OR GROOM 


You can buy a BULOVA watch 
for the price of an ordinary gift... 


at BLACK BRos. 


Nothing you can give will bring so much OT WER 

oy oF satisfaction -- will last as long —or WATCHES 
te as useful! FROM 
OPEN A BLACK ACCOUNT—EASY TERMS $19-85~ 


he 
Buy Where You Get “Protected Credit” 


Blake's is the only place in GMB where you can 
purchase your horne furnishings on the Home 
Security Plan This means peotected credit in case 
of iliness, unemployment. fire of death at no extra 
cost Twente, are caricelled mm case of lines or 
unemploymen “0 ’ 


THIS PROTECTION COSTS YOU NOTHING *eae* 


BLACK BROS. 2: 


0 BLANr 


BLACK BROS. sere 


eer ‘ wrt “athree 


The advertisement at the left, prepared by a retail jeweler, is cited by Mr. Bridge 


s ‘fairly representative’ practice. 


It was rated about 50 per cent effective. 


The revision at the right, however, was rated in the neighborhood of 80 per cent. 


neat and attractive 
ments artistically 
minus 3 for (e), distinctiveness 
and uniformity in typography; a 
plus 1 and minus 2 for (f), distinc- 
tive border. 

For (g), headline which is easy 
to see and which impels further ex- 
ploration of the copy, Mr. Bridge 
gave the advertisement plus 8 and 
minus 4; for (h), a hook to get 
immediate action, a minus 10; for 
(i), offering a variety of jewelry 
to appeal to different tastes, a 
minus 8; for (j)., _ illustrations 
showing the product in actual use, 


with all ele- 
arranged”: a 


a minus 10; for (k), mention of 
love, romance and_ sentiment, a 
plus 10. 


Must Contain Hook 


Point (1), to some extent dupli- 
cating (h) in its demand for an in- 
centive to immmediate action, 
caused a 7 to be placed on the 
minus side; point (m) did a good 
job in building confidence 
store and was awarded a plus 5; (n) 
failed to tell why the merchan- 
dise advertised was superior and 
resulted in a minus 5; for (0), a 
complete, well written description 
of the goods, Mr. Bridge split the 
total, for a plus 2 and minus 3. 

The copy failed in (p), a reason- 
able guarantee of quality and dura- 
bility and 5 points went into the 
minus column. Mention of style 
(q) was lacking, another minus 5 
being the result. It also failed to 
tell (r) how the merchandise im- 
proves the appearance of the 
wearer, adds distinction and is ap- 
propriate for any gift occasion, for 
another minus 5. 

For interesting writing. 
copy was given a plus 3, 
rating ended with a plus 2 for 
inforcing the reputation of the 
tailer with that of the manufac- 
turer of the advertised goods 


the 
the 
re- 


(S), 
and 


re- 


To “Wall Street Journal” 


John Lawrence, New 
York representative Associated 
Weekly advertising 
manager of the New York Times 
Sunday Magazine, has joined the 
advertising staff of the Wall Street 
Journal, 


formerly 
of 
and previously 


Gets Silver Foam 

Howard Ray Advertising Agency 
Los Angeles, has been appointed 
to handle the account of Silver 
Foam granulated soap, Los Alami- 
tos, Calif. Newspapers and radio 
will be used. 


Hahn on Own 


Louis Hahn has 
director of Kelly, 
New York, to establish his own de- 
signing and printing company at 24 
Stone street, New York. 


resigned as art 


in the} 
| 1,000 drivers, 


Nason & Winsten, 


Average Motorist 
to Tell All in 


Gilmore Campaign 


Los Angeles, Sept. 15.—Testi- 
mony of the “average motorist” 
will be featured in the fall cam- 
paign of the Gilmore Oil Company, 
President Earl B. Gilmore told 
dealers over a special radio hookup 
today. He added that the story 
will be so sensational that it will 
make automotive and gasoline his- 
tory on the Pacific Coast. 


Story in Coast Papers 


The test upon which the 
campaign will be based grew 


new 
out 


of the annual Gilmore-Yosemite 
Park economy run. Drivers who 
participated in this event urged 


Gilmore officials to stage a demon- 
stration for the average motorist. 
The resulting 30-day trials involved 
who covered 1,000,- 
000 miles in the aggregate, main- 
taining records which reveal an 
amazing story. This narrative will 
be published in virtually every 
newspaper of California, Oregon 
and Washington. 

Gatherings in every important 
city in the three states heard Presi- 
dent Gilmore speak from _ the 
famous Gilmore Rancho near Los 
Angeles. Stars of the company’s 
radio show, “Gilmore Circus,” pro- 
vided the entertainment. The Gil- 
more account is handled by Bots- 
ford, Constantine & Gardner 


STOCK PHOTOS 


Thousands of ready - to - use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone. . 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue ® Chicago 


Telephone Harrison 3135 


106 West 43rd St. NEW YORK 
9-6682 
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September 19, 1938 


Index to Monthly 
Sales Sought by 


Commerce Dept. 


$250,000 Appropria- 
tion Awaits O. K. of 
Budget Bureau 


Washington, D. C., Sept. 14.—A 
monthly index of wholesale and re- 
tail sales figures, sought by market- 
ing men for many years, may be- 
come a reality in the near future 
it was indicated this week in De- 
partment of Commerce circles. The 
Bureau of the Budget now has be- 
fore it a request from the Market 
Data Section of the Bureau of For- 
eign and Domestic Commerce for a 
$250,000 appropriation for the next 
fiscal year, in addition to the $75,000 


| vertisers and the wholesalers to get 
accurate sales-stock ratios from the 
monthly reports. 

Retail trade figures were started 
with the chain stores. Reports are 
now received from chains repre- 
senting more than 50 per cent of 
the total chain store lines in grocer- 
ies, drugs, men’s wear and variety 
goods. Preliminary work has been 
begun in women’s wear and shoe 
chains. 

Independent retail stores, number- 
ing approximately 1,500,000, have 
presented the greatest problem, Mr. 
Lloyd pointed out. Nevertheless 
there are now some 20,000 inde- 
pendent retailers reporting monthly 
—representing about 60 per cent of 
‘the total sales volume done by in- 


now spent annually in market re- | 


search. 

The proposed index would show 
a breakdown by commodities in 
all states and chief cities in the nine 
major geographical divisions of the 
United States. Congressional con- 
sent is necessary to bring the proj- 
ect into being, following approval 
of the appropriation by the budget 
bureau. 

Attention was directed to the 
problem a few days ago by reports 
that the Federal Reserve Board is 
planning to abandon publication of 
ts regular statistics on department 


store sales in each Reserve district. | 


Plans for Expansion 


ik. L. Lloyd, chief of the Market 


Data Section, is anxious to take over | 


the job and to develop more fully 
the current trade statistical service 
which now issues monthly reports 
on Wholesale and retail trade con- 
ditions in 28 states. Lack of funds 
have limited the scope of these re- 
Even with existing facilities, 
however, much progress has been 
made since 1936, when the bureau 

t began assembling and publish- 
ng monthly retail and wholesale 
trade reports, according to 
Lloyd. 


ports. 


one state in each of nine major 
geographical regions reports regu- 
larly. Florida and Pennsylvania 
are now included and it is hoped 
that New York and other important 
Eastern seaboard states will soon be 
included. 


Develop Promptness 


Where reporting has been excep- 
tionally good, Mr. Lloyd added, spe- 
cial industry reports are issued 
which come out within 30 days 
after the closing of each month’s 
business. They contain current 
data on manufacturers’ sales, ac- 
counts receivable, collections, 
wholesale sales, inventories, chain 
retailers’ sales and independent 
sales figures in states covered. Drug, 


electrical, hardware and_ allied 
trades are the principal industries 
for which special monthly reports 
are now issued. 


Places Worldwide Copy 

Lockhead Aircraft Corporation, 
Burbank, Calif., has started an ad- 
vertising campaign in ten aviation 
publications, four of which are pub- 
lished in the United States, with the 
remainder in Canada, England, Aus- 
| tralia, Holland and South America. 
,Beaumont & Hohman, Los Angeles, 
| is the agency in charge. 


‘Starts Coke Drive 


newspapers, 
spot radio announcements. 


| Philadelphia Coke Company has 
started a fall campaign using daily|and washing compound. 


Brown to Direct 
Appliance Publicity 

Clinton Brown, promotion execu- 
tive with Edison General Electric 
Appliance Company, Chicago, has 
been appointed head of a newly 
formed news bureau. 

For a number of years he has 
been engaged in sales campaign 
work with public utilities, dealers 
and salesmen. 


New Designs for 
Dif Packages 


Dif Corporation, Garwood, N. J., 
has adopted new package designs 
for its hand cleaner, metal polish 
Egmont 


outdoor posters and|Arens, New York designer, worked 
lout the design. 


Shee is significance in the tact that 


Newsweek gained 23 new Advertisers during July and August 


PBB BEB BBP LBBB LLLP LLL LLL LL LLL LLL LLL LL LLL LLL LL LL LL LL LL LL LLL LL LL 


Mr. | 


He pointed out that the objective | 


| the reports is to disclose monthly 
trends in the flow o1 goods from 
ning and manufacturing produc- 


( through the distributive chan- | 


nels into consumers’ hands. The 
wholesale trade reports were be- 
gun in 1936 with 577 wholesalers 
reporting monthly their inventories 
ind sales conditions. In July of 
this year 2,260 were reporting from 
‘6 states. 


Chain Data Available 


But it was not until this year, 
Mr. Lloyd said, that the figures 
vere in such form as to be of tangi- 
ble value to those wholesalers who 
eport regularly, and the manufac- 
irers who supply them. Now it 

possible for manufacturers, ad- 


; 


MORE — 


Pop. 


re sales 
ds. 


and 


means mo 
* (In other wor 
more Popularity 


i ) 
more Population. 


KDYL 


Salt Lake City {f NBC 
tepresentative | ee 
n Blair & Co \ NETWORK | 


rrr rr rr 


Dp the summer months of July and August, tradi- 


tional advertising doldrums, 23 new advertisers 


contracted for space in 


Newsweek. 


Newsweek’s summer progress is a continuation . 


though an accelerated continuation... of its progress since 


the year’s beginning. During the first six months it gained 


34 new advertisers. 


Significance ---- New advertisers are turning to News- 


week in increasing numbers because they have seen the 


yrotit probabilities of Newsweek’s audience of open- 
} } 


minded, articulate people who are leaders in their com- 


munities. These men and women have incomes tar above 


average. sO. 


SPF POP LLL LLL LLL LLM 


. the trend ts to Newsweek ! 


SP BPP BBL LLL LLL LLL LLL LL LL LL LLL ML Lh hh lt hl ile ll le ile 


Newsweek 


THE MAGAZINE 


OF NEWS SIGNIFICANCE 
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SPECIAL TUBES GET SPECIAL MERCHANDISING EMPHASIS minnie, Unter saenen S88: 


. | 
Push Formulation — a Pee fon St 


= law is now in effect.” 
9 Th li 1 ints 
: \ of Rules Under New “it nag pM et eualtned or 


perts that sulfanilamide is a valy. 
_able aid in the treatment of severa) 
serious disease conditions when the 
dosage is properly adjusted to the 
requirement of the individual pa- 
tient and frequency of dosage ang 
duration of treatment are intellj- 
gently and expertly directed. It js 


im = — Food, Drug Act 


Industry Marks Time As 
Federal Experts Weigh 


further the consensus of such ex. 

Procedure perts that, when used under othe; 

conditions, it is a dangerous drug, 
Washington, Sept. 14.—General capable of causing serious injury 4 
regulations covering all sections of and even death. 4 
the new Pure Food and Drug Act, —— EA 
which go into effect on June 25, = e 
; 1939, may be tentatively announced Cellucotton Weighs 4 
is aes by Secretary of Agriculture Wallace Fi 
a shortly after Oct. 1. Market for New { 
see at oe Seek oak tee RCA Manufacturing Company has made available to dealers this series of displays to stimulate sales of transmitting and Toilet Tissue 4 


special purpose radio tubes. Reproduced in full color, the little figures create a feeling of motion. 


Administration are now working Chicago, Sept. 15.—Test promo- 
over a set of regulations and hope ; : : “ye 
to have them in shape for publica-| marking time, not knowing just|cosmetics industries on changes, corporated into the formal regula- ro Mag Bag es 5 Retort’ ‘Seen 
tion as soon after the first of next] where it stands in relation to the | additions or modifications to the | tions. ; Products Company, has not yet pro- 
month as possible. Public hearings|new law, and officials have ex-|tentative regulations. Both the|— Meanwhile the Department is be- pressed sufficiently ito deaiten 
will then be set within 30 to 60 days| pressed a desire to get regulations |general regulations covering all | ing flooded with applications for to be made on future plans, L. E 
from their announcement. out at least six months in advance |sections of the new law and those permission to market new drug and Meyer, advertising manager said 
The goal for formal promulgation | of the effective date of the act. now in operation governing the use oo ee coe ‘ ragged today. ; 
of the complete regulations by the , ? of new and dangerous drugs will be | less than a dozen applications have , ‘ , : 
Secretary has been set tentatively Industries’ Aid Sought completely reviewed at the hear- | been approved by the Food and oat ak wa hovetg — 
for Jan. 1, 1939. The Department At the hearings suggestions will|ings. If acceptable to the Depart- Drug Administration. he the weve packed with an insert describing 
is aware that industry is now|]be invited from the food, drug and | ment, these suggestions will be in- ae ae oe he ng rem the product and offering it direct to 
we : tell the administration about their | *®€ Consumer at nine rolls for $1. 
It was also placed on sale for a 


products. : : F : a 
To be complete and eligible for | >Tief Period in a Des Moines de- q 
partment store. 


review, applications require: ve : ‘ 
“(1) Full reports of all investiga- |, 1€ Package insert explained 
ae ee cee that “Delsey toilet tissue is a new 

tions which have been made to ; 

show whether or not the drug is product and has not as yet been dis- 

sate toe One tributed to the regular retail trade. 
“ ¥ ™ , _ Our object in making this offer is 
: bs A full a ba P ra to find out whether there is a large 

wer She pores . t , nce /demand for toilet tissue of this un- 

(3) ull statement o e cOM= | Usual quality.” 


position of the drug. | Inaem , 
aa me asmuch as not all of these 
(4) (a) A full description of the Kleenex packages have reached 
methods used in the manufacture, /consumers, a definite indication of 
PEOCESERS and packing of the drug. | the acceptance of the new product 
(b) A full description of the fa-| ;. impossible at this time, Mr 
cilities and controls used for the Meyer said. Returns to date te 
manufacture, processing and pack- | added, show that the product is one 


ing of the drug. which might gain considerable 
(5) One complete unit or pack-| favor from those who demanded a 

age of the drug. (If for any reason softer than usual tissue 

it is not practicable to submit such ; 

unit with the application, the rea- 

son should be stated. In case the YMCA College Course 


drug is available only in a limited | to Open Sept. 20 
quantity, a statement shall also be Four evening courses in advertis- | 
made to the extent to which sam-|ing and marketing will be offered 
ples of the drug and of the articles| by the School of Commerce, Cen- " 
used as components of it will be|tral YMCA College, Chicago, in the 
available if requested by the Sec- —y semester opening Sept. 20 and : 
retary.) 7 oc ; 
4“ i ; Advertising procedure will be | 
a Rp Fig’ odes pag Reg: F gw taught by T. J. Montgomery, as- 
a ae a for | sistant advertising manager, Stev- 
ithe drug. ens Hotel; layout and typography 
wiieeiatladoaiiicaae a — _ by George L. Willman, George L. 
Cosmetic Color List Willman, Inc., marketing counsel- 
The administration is also work-| Fs; principles of marketing by 
ing on a color certification list for Charles M. Whitlo, chairman, de- 


ll 


How United States Trading Areas 
Rankin Population and RetailSales | 


Rankin Rankin 4 . > “spine : partment of marketing of the col- 
aw Ts 5 |cosmetics colors. sme - . : 
ween son pees f; consid d the be ag el caye lege, who will also teach retail 
New York 1 " | facturers an 1e co or in ustry are merchandising. 
Chicago ; 2 2 being queried by officials on color —— 
Philadelphia 3 3 lists which they think , ; 
st: nink wou 
| isda 5. 4 4 | ones pee ae IK would be! Page in New Venture 
cents ae Py $ Safe for use. They are being asked | 8 clit Winds tne enchaeed 4 
Detroit 6 ( in addition the substances with| .*; “Moyne fF age has resigned as 
San Francisco 7 9 which the colors are mixed, th | vice-president in charge of sales 
| i ; ; Pireshsals see ee. a xed, “Ne |for Transit Advertisers, Inc., New 
NNER CALIFORNIA has been picked ¢ te argh sss Se chemical methods used in manu-| york to form his own company 
. oF ‘ t. Louis a Y 86,8 > i . — ae a A . . : — 
by leading advertising executives TwinCwes. . .. 10... 01 facture of the colors, and methods | dealing in transportation displays. 
among the first ten “testing enashsane Yj ae Pianciiced 1+ Bee |of testing for impurities. |He has been succeeded by A. H. 
tl ; ti Uj Yj Washington,D.C. . 12>... (2: The most essential colors used in | Richardson. 
in the nation. YY Yy ~ eee ‘ , +: se + cosmetics manufacture as sug- 
, . / /, / altimore ° . ._ © * | . 
It's an isolated trading area, with Yj Cincionatl is... gested will then be taken by de- 
high national ranking in per capita Yj Y Hf} Hh Buffalo. . 16 14 partment chemists and completely 
I sal Wf Hf} Hh INNER CALIFORNIA 17 18 tested. Out of the process will 
, . / | roviddens ] ‘ : , s 
| retail sales HHI| Mi (NNN i ery od a /come a list of colors which will 
q 6 4ATSAS 


. a- ic has 3 dominant newspapers . . . the Portland (Ore 0 ’ 5g | | be certified by the Secretary as safe 

Sacramento Bee, Fresno Bee, Modesto oe Se SS CORTES MANETS Be 
compliance with the new act. Of- 
ficials point out that this color test- 


: ing is an extension of the 30-year 
of their coverage is confined to the 


California families. work which has been done in food 
Inner California market Seneuait Fein Noatéb coloring. Drug coloring, say the 


paper coverage of this lucrative trad- 
ing area, the 17th market in the nation! 
They reach the top 60% of Inner 


Bee... which completely cover each 
city and adjacent territory. Over 95% 


eee ee 


Through these new spapers Copy ap- Only Complete Radio Coverage! \ ‘ r \ \ peerage Page ya no great problem 
Sa 80°07 of the radio families of Inner LA \ ce much of the food coloring ma- 
peals may be shifted and tested against 30% of the - “ 0 Z \terial already on hand will suffice | 
people living in the same market. with California... which can not be cov- for the most part in determining 
the same habits and desires. ered adequately by San Francisco or the safeness of drug coloration 

You may work with an efficient Mer- Los Angeles stations . . . listen regu- Rule on Sulfanilamide 


larly tcothese MCCLATCHY STATIONS: 
chandising Department, for the BEEs 


maintain a top rank merchandising KFEBK Sacramento «+ KWG Stockton 
service comparable to the best in the _ 
nation 


W. G. Campbell, chief of the Food j 
and Drug Administration, has issued 200,000 Guaranteed Paid 
a ruling on the use of sulfanilamide | Circulation Exclusively 
4 under the new act. It says, “Sul- 

‘ fanilamide and drug preparations Among Cotton Farmers 
JAMES McCLATCHY PUBLISHING CO. containing sulfanilamide or related 


K MJ Freno «+ KERN Bake rsfield 


KOH Reno, Nevada 


The Bee-Line to Inner California 


compounds for indiscriminate se | G 
The" Bes Newspapers” offer the only McClatchy Broadcasting Co. Stations matoner Sepeesentatens by ‘ “ cote , oa : agers : ~ eta 
, . 3 represented nationally by the O'MARA & ORMSBEE INC ei rn . al } ic, In a Manner 
possible way to adequate daily news- tna a , which constitutes a serious danger | New York JOHN H. CONWAY 
au ayn ompany NEW YORK « CHICAGO + BOSTON «+ DETROIT o os are sha Poy : Son | . r 
Plus a Stockton Newspaper New York - Chicago - Detroit « San Francisco = ATLANTA « SAN FRANCISCO - LOS ANGELES é' ee —_ = found in in Chicago....J. C. BILLINGSLEA co. 
f erstate commerce, actionable, in| Kansas City a A: FARRELL 
nal opinion of the Food and Drug Ad- ; 
i 
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Urges Restraint 
in Commercials on 
Gridiron Broadcasts 


Atlantic Tells Announc- 
ers Good Will Comes 


First 


(Pictures on Page 39) 
Philadelphia, Sept. 13.—A marked 


restraint in the handling of com- 
ercial announcements will feature 
the intercollegiate football broad- 


casting activities of the Atlantic 
Refining Company, according to 
plans revealed to announcers at a 
two-day “school” held last week- 
end in the offices of N. W. Ayer & 
Son, the Atlantic agency. 

Cc. H. Cottington, vice-president 
in charge of radio for the agency, 
told the commentators that there 
is to be “no mention of the sponsor 
while the game is in progress, and 
no injection of badly-timed adver- 
tising remarks.” Only about 12 
minutes out of each two and one- 
half hour football broadcast will be 
devoted to the sponsor, and every 
ene of the dozen commercials on 
each program will be tied in with 
some interesting football fact. 


Good Will the Objective 


Joseph R. Rollins, Atlantic Re- 
fining advertising manager, ex- 
plained to the announcers that the 
vil company considers its sponsor- 
ship of college football a bid for 


' the good will of the public which 


ought not to be marred by unwise 
emphasis on the advertising mes- 
Part of the commercials will 
be devoted to other Atlantic foot- 
ball features, such as the football 


’ booklet available free at dealer out- 


lets, the weekly football contest, 
and the forecast sheets to be posted 
each Wednesday during the season 
at all Atlantic stations. 

Les Quailey, in charge of the 
technical end of Atlantic football 
broadcasts for the Ayer agency for 
the past three years, presided over 
essions devoted to the technique 
of football broadcasting. He pointed 


out that football listeners often 
hift from one game to another, 
und that it is important for each 
\tlantic announcer to employ 
tandard terms to describe plays 
und formations in order that fans 
may identify the sponsor even 
without hearing a commercial. 
Maurice J. (Clipper) Smith, Vil- 
lanova coach, discussed the fine 


points of the game and suggested 
phrases to describe common plays. 
Wilmer G. (Bill) Crowell, a well 
known official, explained the new 
ules to be used this fall. Dick 
Dunkel, creator of the Atlantic 
forecasts, explained the mathemat- 
cal procedure which he uses to 
prognostigate and told how an- 
nouncers could use the forecasts. 
A novel feature of the meeting 
vas the playing of recordings of 
broadeasts of games sponsored by 


MEDIUM 


fives you even HALF 


farm coverage in the | 


mg midwest ate 
“Focused” Advertising in 

THE MIDWEST 
FARM PAPERS 


Atlantic in previous years. An- 
nouncers were able in this way to 
hear their own words at moments 
when the action was most excit- 
ing, partcularly on long touch- 
down runs. Les Quailey, who was 
for years Ted Husing’s right hand 
man at sports broadcasts, demon- 
strated the best manner of describ- 
ing such climactic events. 

School was adjourned with a 
concluding banquet highlighted by 
a half-hour sustaining program over 
Station WCAU, during which an- 
nouncers from Massachusetts to 
Florida and as far West as Ohio 
discussed the season’s prospects of 


ADVERTISING AGE 


vice-president and sales manager; 
Joseph R. Rollins, advertising man- 
ager, and E. R. Cox, sales promo- 
tion manager, all of Atlantic: and 
Harry A. Batten, president; C. H. 
Cottington, vice-president; and Wal- 
lace Orr, account executive, from 
the Ayer agency. 


Uses 71 Stations 


Play-by-play accounts of 166 col- 
lege and two high school games | 
will be sponsored this fall by At- 
lantic over 71 stations of all three 
major networks. The activities of 
over 100 Eastern teams will be de- 
scribed at one time or another dur- 


Kudner Presents 
Plans for Florida 


Citrus Account 


New York, Sept. 14.—A complete 
advertising and public relations 
program for the 1938-39 season was 
presented to the Florida Citrus 
Commission this week by Arthur 
Kudner, Inc., which took over the 
account last June. Although de- 
tails were not released by the 
agency, it was indicated that news- 
papers will receive the bulk of the 
$1,000,000 appropriation. 


leading teams in 


dinner included 


Executives attending the closing 


their territories. ing the season. A heavy newspa- The presentation, 


delivered by 


per schedule will tie in with all Arthur H. Kudner, head of the 
Wayne C. Yeager, | Atlantic football activities. agency, was said to have included 
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PRODUCT IS 


400 NEW BUYERS A DAY... 


FOR THE PAST 1000 DAYS / 
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From grand pianos to breakfast foods, here’s a sales-record any 
manufacturer and his agent might envy! For these are merely the 
new users—over 400,000 new customers who have bought this prod- 
uct within 3 years! An average of over 400 new buyers a day! Cus- 
tomers that go on buying t—for total sales are over 56,000,000 
annually—and going up! The product costs 10c. Repeats promptly 
once a month. Still guessing?— 
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an elaborate plan for more effective 
brand identification of Florida 
fruits. The suggestion was also 
made that a Florida advertising 
slogan be employed on all business 
correspondence emanating from the 
state. 


Swap Market Promotion 

To bring the _ Italo-American 
markets in New York, Philadelphia 
and Chicago ta the attention of 
advertisers in those cities, a recipro- 
cal arrangement has been devel- 
oped by Hyla Kiczales, general 
manager of International Broad- 
casting Corporation, and Gene 
Dyer, general director of Consoli- 
dated Broadcasting System, where- 
by announcements are broadcast 
over each station to call attention 
to the other’s Italian market. 
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Standard Sanitary 
Newspaper Drive , 

| Standard’s emphasis on eatin 
Features Plumbers ship between good plumbing and 


good health. Advance notice of the | 

New York, Sept. 14.—Standard | consumer message, including a com- | 
Sanitary Mfg. Company, a unit of| plete list of the cities and news- 
American Radiator & Standard | papers to be used, has been mailed 
Sanitary Corporation will launch to all of the 40,000 master plumbers 


| 
plumbers. 


ee ‘inet ghuesiiies | 
the advantage of uyles pumbint | Men Went Comer 
This message is a continuation of | Before Style, Shoe 


Research Shows 


(Picture on Page 39) 
New York, Sept. 14.—Style will 
play second fiddle to comfort as a 
copy theme in Bostonian shoes ad- 


agency in charge of the account. 
Opinions obtained in personal in 
terviews with 5,000 men, in all sec- 
tions of the country, will be used 
as a basis for the new merchandis- 
ing appeal. 

Following a full-page opening in- 
sertion in The Saturday Evening 
Post, the campaign will continue, 
with half pages on a monthly 
schedule in Collier’s, Esquire, Life 


Scott Paper's g 
Volume, Profit Up, 
Prices Down 


what is said to be the biggest|in the United States. vertising this fall, Commonwealth | and the Post. Fe gfetenss will ao Steady Advertising Pro. 
per isi ign| isi ‘y is ather any, Whit-|numerous candid camera shots 0 _ : 

newspaper advertising campaign| Blaker Advertising Agency is Shoe & Leathe Company, 

= * history of the plumbing | handling the campaign. man, Mass., indicated this week. A | Bostonian-shod feet together with gram Credited as Aid &®g 

industry next week when copy fall campaign will be based on find-| the slogan: “Bostonians fit and feel to Success 

breaks in 1,529 papers in 1,351 peere rer ee ings in a nation-wide survey which | right—they’re walk-fitted. 


cities, according to C. B. Nash, vice- ‘Loughrane Shifts 


president. Insertions of 450 and Basil Loughrane has resigned as 
600 lines will be used to carry a yadio production manager of Lord 
message signed by President Henry | & Thomas, Chicago, to join Ed Wolff 
M. Reed calling public attention to|& Associates, Rochester agency. 


revealed that as far as male buyers 
are concerned fit and feel are more 
important than appearance. 

The research was conducted by 
Fuller & Smith & Ross, New York 


White-Lowell Named 


King Fuller Company, maker of 
Top Hat condiments, has appointed 


| White-Lowell Company, New York. 


IS THE PRODUCT 


THAT HAS ATTRACTED 400 NEW BUYERS 


A DAY...FOR THE PAST 1000 DAYS! 


Chester, Pa., Sept. 15.—A glowing 
narrative of how effective advertis. 
ing works hand in hand with ef}. 
cient manufacturing methods | 
produce a better product at lowe; 
cost to the consumer, while yield. 
ing a fair profit to stockholders 


“Stockholder News,” recently start- 


apprised of progress. 

“The favorable sales trend es. 
tablished early in the year contin. 
ues to be maintained,” said the tiny 


size of 34% by 7% inches and thus 
can be mailed in an ordinary busi- 
ness envelope. 

“Net sales of Scott Tissue prod- 
ucts for eight months of 1938 hav 
been 18 per cent greater than in 
the corresponding 1937 period 
While production in July was not 


earlier in 
improvement and enabled us to 
make some progress in reducing the 
heavy volume of unshipped orders 
on file.” 


The company allowed the Brook- 


| ings Institution to tell the reasons 


| 
| 


underlying its spectacular success 
quoting from “Industrial Price Poli- 
cies and Economic Progress,” which 
used it as an example of “what can 


| be accomplished through intensé 
} ° ° : . | 
| specialization by a relatively smal! 
| concern.” 


How It Was Done 


Brookings said Scott Paper Com- 
pany “laid emphasis first on devel- 
oping products of the highest stand- 
ards of quality, second on intensive 
selling, supported by a continuous 
national advertising program, and 
third, on lowering prices even mor 


rapidly than the industry as 
whole.” 

Sales of Scott Paper Company) 
have shown an almost unbroken 


skyward trend since 1926, the onl) 
| decline being registered between 
| 1930 and 1932. Since that time the 


ily, each year establishing a new 
high. Coupled with this has been 
an almost equally consistent reduc- 


sere 


was related today by Scott Paper § 
Company in the September issue of 7 


ed to keep the company’s owners § 


publication, which has an overall] § 


quite up to the peak levels attained | 
1938, August showed an J 


Ne age iy  a eI 


yj 
E " 
4 


i 


: 


upward curve has continued stead- | 


| tion in the cost of producing Scott 
| tissue products, the savings being 
| passed on to the ultimate consume! 
,in the form of lower prices. The 
| selling price of these products is 
now 27.5 per cent below the 1926 
level. 

Profits have followed the genera! 
pattern established by sales, declin- 
ing from 1930 to 1932, and _ since 
| paralleling the upward swing of vol- 

|ume. The company is now engaged 
| in an elaborate plant expansion and 
laeaiaeaiieeaee program. 


Forbes to Address 


Financial Advertisers 

B. C. Forbes will be the speake! 
at the October meeting of the Chi- 
cago Financial Advertisers, th 
association announced at its first 
fall gathering at the Great North- 
ern Hotel Sept. 14. The Octobe! 
meeting will be closed. 

The September session was de- 
voted to a canvass of prospects fo! 
the annual convention of the Finat- 
cial Advertisers Association in For 
Worth Oct. 30-Nov. 3. The Chicas 
delegation will leave Saturday 
morning, Oct. 29, and take a speci@ 
train out of St. Louis, where the) 


Yes, more and more American women are buying the Ladies’ Home 
Journal—seeking the vital new JOURNAL of this one distin- 
euished magazine. New readers mean editorial vitality. Editorial 


vitality means advertising vitality. Such spontaneous demand—over 


606, of these new buyers are getting their copies at newsstands—is an 


important trend in American journalism—in effective advertising too! 


will be joined by members fro? 
New York and other Eastern cities 
a , 
Stewart Names Officers 
ary +. ] - 1 . ee ry . Walter W. Whittum has bee? 
Vital New JOURNALéssm for Today's Women dank wali aa +. ae 
Wiz Whittum treasurer of John. - 
Stewart Company, Springfiel¢ 
. Mass., printer of advertising 5Pf 
: cialties, succeeding their father, © 
late Norman E. Whittum, who h# 
: been president-treasurer. 
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This advertisement, part of the campaign 
being conducted by the Hearst mag- | 
azines and newspapers to counteract 
propaganda unfriendly to advertising, 
will appear in November Cosmopolitan. | 


Night Shopping | 
Is Newark’s Plan 
to Boost Sales 


Newark, Sept. 15.—Espoused by 
the Advertising Club of Newark as 
4 logical adjunct to the five-day | 
yveek, Wednesday night open house | 
vas celebrated last night by all| 


Newark retailers to give workers | 
the necessary opportunity to do} 
their shopping. Though complete 


results are not yet known, surface | 
indications are that the night open- 
ing, a novelty to some members of 
the younger generation, was a sen- 
sational suecess. The plan will be 
tested for four consecutive Wednes- | 
day nights. 

Herbert S. Waters, president of 


the advertising organization, said | 


that Saturday night formerly pro- | 


vided the heaviest volume for de- 
partment stores and other retailers 
in almost every line of business. 
Saturday night was a gala occasion, 


with virtually the entire population | 
the downtown die- | 


converging on 
trict. 

“Industrial conditions 
changed,” said he, “but the need of 
etailers for volume has not. 
proper for Saturday to 
nated as a day of toil for store 
workers, as well as others, but fail- 
ure to provide some substitute for 
Saturday night business has been all 
but fatal in many cases. 

“Office employes have little or no 
time to do shopping and retail busi- 
ness has felt their absence. The 
Wednesday night opening of stores 
provides this opportunity and _ it 
need not work a hardship on sales 
personnel. 

Newspapers carried a heavy vol- 
ume of advertising yesterday fea- 
luring special store offerings. Clubs 


have | 


It was | 
be elimi- 


Seeks Data on 
Effect of Position 


in Newspapers 


New York, Sept. 15.—Basic in- 
formation on the relative impor- 
tance of different newspaper adver- 
tising positions, pages, space units 
and days of the week will be sought 
by L. M. Clark, Inc., research com- 
pany, in a new weekly analysis of 
papers in New York, Pittsburgh and 
Cleveland. 

The tri-city study will be con- 
ducted on a rotating basis with 
Thursday papers in each city ana- 


lyzed weekly. Plans call for an 
expansion of the schedule _ into 
smaller cities, additional days of 


handle the 
originating at WSM. 


and hotels staged special floor shows | 


ind the city had a holiday atmos- | 


phere 
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5 Distinctive Colors 
Write for Samples 


UNITED STATES 
PAPER CORPORATION 


3026 FRANKLIN BOULEVARD 
CHICAGO, ILLINOUS 


ve” 


by our own staff, 


the week, sections and 


comics. 


Sunday 


Forms Sudler Agency 
Culbreth Sudler has organized 
his own agency at 412 W. 6th street, 
Los Angeles. He has been with 
Philip J. Meany Company, Los 
Angeles, for the past two years, and 
previously was with John H. Dun- 
ham Company, Chicago, and Need- 
ham, Louis & Brorby, Chicago. 


Introduces Ivy-gon 


Cosmetic Company, South Bos- 
ton, Mass., will launch a_ small 


town newspaper campaign in New 
England to introduce Ivy-gon, rem- 
edy for poison ivy. Present distri- 
bution will be limited to the retail 
drug trade in New England. Henry 


J. Quinn is president. 


HE size of WSM’s voluntary audience has been 
| built not by network shows which are available from 

many sources, but from the unique manner in which we 
sustaining and commercial broadcasts 


The continuities for all these broadcasts are subjected to 
careful scrutiny and editing. Unless copy is in keeping 
with the WSM standard it is blue penciled and rewritten 


aia : 
of te South 


M arshall's Advice 
Brings New Entry 
Into Nickel Field 


, Philadelphia, Sept. 13.—Invasion 
of the five-cent field by the Hen- 
rietta “Pops” cigar, after 47 years 
as a ten-center, was announced this 
week by Webster Eisenlohr, Inc., in 
newspaper space in Camden, N. J., 
and Washington, D. C. Promotion 
is under the direction of N. W. Ayer 
& Son, and will continue for 12 
weeks. 

Eisenlohr has also launched a 12- 
week campaign on Webster cigars 
to run in newspapers in New York, 
Newark, Philadelphia, Detroit, Mil- 
waukee, Chicago and Los Angeles. 


Insertions will be full columns on 
sports pages, and the copy theme 
will be “first in the social register 
of cigars.” 


Agency Appoints Three 
O’Connell & Samuels Advertising 
Agency, Springfield, Mass., has 
appointed Ernest A. Chappell ac- 
count executive for Boston; Frank 
Mack, account executive for West- 
ern Massachusetts and Northern 
Connecticut, and Margaret Emer- 
son, special representative with 
headquarters in Springfield. 


Meyers Returns 


Ralph M. Meyers has returned to 
the Boston American, Record and 
Sunday Advertiser as classified ad- 
vertising manager after a _ year's 
absence. 


Commercial copy must meet these standards: I, Is the 
product meritorious? 2, Are the claims for it truthful) 
3B. Are they in good taste? This is the all inclusive test 


of a WSM. broadcast. 


Is it in the Public Interest ? 
This self-imposed censorship has a two-fold purpose— 
to justify the faith of one of the largest voluntary radio 
audiences in America and to protect the good name of 
the products we advertise to them. 


National Representatives: Edward Petry & Co. 


TheFaith of Cur fludignee Comes fit 
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Governor James H. Price of Virginia has been 
active politically for many years; served as 
Lieutenant Governor before election to his 
present office. Says Governor Price, ‘‘I think 
Liberty negotiated a great publishing triumph 
with Emil Ludwig’s Life of Roosevelt—it 
was an outstanding piece of writing.” 


Mrs. G. M. Bowman — more than successful 
businesswoman—is honorary president of the 
National Federation of Business and Profes- 
sional Women’s Clubs. She says, “I enjoy 
reading Liberty a great deal, especially Prin- 
cess Kropotkin’s page To the Ladies." She 
liked Madame Kai-Shek’s articles on China. 


Wie OS » Ha 


The State Capitol Building, 


which houses the Virginia 
legislature, was designed by 
Thomas Jefferson after the 
Maison Carre in France. Its 
rotunda contains the busts of 
eight American presidents ; 
includes the famous Washing- 
ton statue by Houdon. 


J. B. Hughes sells transportation to Rich- 
mond, as Ford dealer and Lincoln and Lincoln 
Zephyr distributor. A regular reader, he says, 
“I enjoy Liberty’s serial stories—and right 
now, I’m reading Doctors Don't Tell.” 


Russell M. Whalen, president of 
Wahl-Whalen—called the largest 
Norge dealers in the South, is also 
president of an association of radio 
and refrigerator dealers. ‘I got a 
great kick out of that Robert Taylor- 
Clark Gable ‘feud’ in Liberty,” 
says Mr. Whalen, who also enjoys 
the sports articles. 


MERICA boasts many gateway cities, but Rich- 
mond is more than “gateway” to the south— 
Richmond is the South. The South of memorable 
tradition and leisurely living, of columned mansions 
and full tobacco warehouses, of silent monuments 
circled by modern traffic. 

The capital of the old Confederacy has become 
the business and cultural capital of the New South. 
Richmond’s geographic location gives this city of 
200,000 a commercial importance beyond popula- 
tion. And time and circumstance have; given it a 
character and depth of background rarely found 
in cities of like size. | a 

The better the background—the higher the qual- 
ity of a community—the better measure of maga- 
zines it becomes. In Richmond, Liberty is read by 
45% of the members of the social and civic clubs, 
goes into every ninth home in the city. 

Interviewed in these pages are some of Liberty’s 
readers among the leading citizens in this leading 
community. A magazine must have sound editorial 
purpose and breadth to attract such readers as 
these. Governor and merchant, their diversity of 
interest finds common ground in Liberty. 


D. Maxwell Waddey is the president of the Everett 


Waddey Company, one of the largest printing and litho 
graphing plants in the South. He is an important influ 
ence in Richmond's business and civic life. “I read 


Liberty every week,’ savs Mr. Waddey, ‘“‘and I follow 


the serial stories right through to the final chapter.” 


Donald M. Wilkinson is President of 
the Wilkinson Motor Company, Stude- 
baker distributors. Mr. Wilkinson, a 
regular Liberty reader, was much im 
pressed by Ludwig's Life of Roosevelt 

-‘‘and I'm now reading Hotel Host- 
ess'’—real-lifedramaby Faith Baldwin 


. 9 


T. S. Bayless manages the Common- 
wealth Sales Corp.—distributors in 
eastern Virginia for Philco radios, Uni 
versal refrigerators and stoves. He reads 
Liberty every week—'‘‘for serial stories 
like Hote! Hostess and Doctors 
Don't Tell—which had some surpris- 
ing information in it.” 


T. E. Johnson is president of Johns” 
& Morris—said to be the largest service 
station in Virginia. They handle Shel 
gas and oil, and distribute Lee Tires. 
A regular reader, Mr. Johnson Pp 
ticularly liked Must Japan and the 
U. S. Go to War—by Ambassadot 
Hirosi Saito. 
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St. John’s Episcopal Church, built in 


» 


soil Bias 


The Battle Abbey is famous for its large “White House” of the Confederacy, 


collection of Confederate war scenes, 1741, is where Patrick Henry made his from 1861 to 1865, was the present Con- 
particularly the murals of the French famous... ‘‘Liberty or Death” speech. federate Museum. It now contains 
artist, Charles Hoffbauer. swords and uniforms, and other relics of 


the Confederate heroes. 


William H. Schwarzschild, President of the Central 
National Bank, is one of Virginia’s leading financiers. Says 
Mr. Schwarzschild, “I find Liberty’s articles on world 
affairs very stimulating—and to the point.” 


Edwi IS, President of Mooers Motors, is the local 
Packard distributor. Ex-big league baseball player and sports 
enthusiast, he owns the Richmond Colts in the Piedmont base- 
ball league. ‘‘Joe DiMaggio’s own story of 1938 Baseball 
Surprises was a story that no real baseball fan would miss,” 
says Ed Mooers, who reads Liberty regularly. 


Everett (“Swede”) Olson, manager of the Goodyear store, 
is a former U. of Illinois basketball star. Naturally inter- 
ested in sports, ‘‘Swede’’ Olson finds Liberty’s sports articles 
“packed with that force and drive you feel on the athletic 
field—and what’s more, I notice your editors get real 
; - sports authorities to write your stories.” 
— . . 

Webster S. Rhoads is president of Miller & Rhoads. Operating 
one of the South’s leading department stores is only one of 
Mr. Rhoads’ many duties, since he is active in the social and 
civic life of Richmond. About Liberty, he says, “I often read 
the editorials. They are powerfully worded, and must be hav- 
ing a great effect on the thinking of millions of Americans.” 


’H. G. Whitehead’s old-fashioned drug store on Main Street 
has been a landmark in Richmond’s financial district for the PHOTOGRAPHS SPECIALLY John L. Morris is President 
. is Presiden 


past thirty years. A keen mystery fan, Mr. Whitehead says I 
° BERTY BY i , i 
“Those unsolved murder cases (by a Headquarters Old-Timer) Ana eae & + oe» eee 


are the best mysteries I ever read.” He also finds the “‘plain, ROBERT W. LEAVITT grocery—R. L. Christian & 
common horse-sense in the editorials’’ to his liking. Company—which was 
founded the year after the 
close of the Civil War. Mr. 
Morris has served his firm, 
and Richmond, for over half 
a century. He says, “I get 
Liberty every week, and 
enjoy it thoroughly. I didn’t 
miss reading a single chap- 
ter of the Lifeof Roosevelt.” 


Copyright 1938, Liberty Magazine 
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ADVERTISING AGE 


aaa 


Voice of the Advertiser 


‘ This department is a reader’s forum. 


Advertiser Goes Rip 
Van Winkle One Better 


To the Editor: The advice and 
counsel of your readers in helping 
solve a promotional problem we 
have just encountered will be sin- 
cerely appreciated. Briefly, the 
problem is this—one of our circula- 
tion efforts refuses to stop pulling. 

There frequently have been in- 
stances where readers have come 
across our promotional material 
and heeded its advice two and even 
five years after the material was 
issued. Situations like that are eas- 
ily handled since individuals on the 
staff of Domestic Engineering have 
had five, ten and even 30 years 
of experience. 

Our present problem is much 
worse than that, however, and we 
have a letter from Ferdinard Son- 
tag in the advertising department 
of The Trane Company, La Crosse, 
Wis., to prove it. Mr. Sontag wants 
two free engravings mentioned in 
one of our circulation appeals of 
1899. While we would like to ac- 
commodate Mr. Sontag, our supply 
of these engravings was exhausted 
in 1901 and the engraver has de- 
stroyed the negatives. To make 
matters even worse, the plumbing 
and heating equipment illustrated 
in the two engravings was discon- 
tinued and replaced by new mod- 
els in 1900, 1901, 1902, 1903, 1904 
and 34 models since then. 

Experience gained in 50 years 
of publishing (we celebrate our 
fiftieth anniversary next year) has 
shown us the value of going to 
great lengths to give our readers 
service. In this case the cards are 
stacked against us and wonder if 
we cannot fall back on the statute 
of limitations or the Wheeler-Lea 
Act in explaining our position to 
Mr. Sontag. 


Perhaps some of the readers of 


ADVERTISING AGE have encountered 
similar problems and would have 
a perfect answer to our present di- 
lemma. Any effort that you can 
make to help us secure the neces- 
sary information in the very near 
future will be sincerely appreciated. 
R. L. BRADLEY, 

Domestic Engineering, Chicago, 

|Editor’s Note: Mr. Sontag ran 
across the advertisement in a book 
taken from the private collection of 
Reuben Trane, president of the 
company.] 
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L & T Handles Quaker 
Oats in Canada 


To the Editor: We are receiving | 
so many inquiries about Quaker | 
Oats’ advertising accounts in Can- | 
ada that we would appreciate very 
much your making the following | 
announcement in your well read 
ADVERTISING AGE. 

All advertising for Quaker Oats | 
Company products in Canada will | 
continue to be handled by Lord & | 
Thomas, Ltd. of Toronto § and| 
supervised from this office. 

Thank you very much. 

DONALD B 

Vice President 

The Quaker 

Chicago. 


DOUGLAS, 
Advertising, 
Oats Company, 
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Who Invented Famous 
Mouse-trap Adage? 

To the Editor: In the Sept 
sue Of ADVERTISING AGE on the first 
page there is an item as follows 
“New England business men aren't 
much interested in advertising and 
publicity, the Council has discov- 
ered. Mouse-trap makers are still 
relying exclusively on Elbert Hub- 
bard.” 

Again in the editorial entitled 
“What's the Matter with New Eng- 
land” you credit the mouse-trap 
theory to Ralph Waldo Emerson 

ADVERTISING AGE should make up 
its mind as to just who this famous 
saying is to be credited to. Allow 
me to put in my oar and give you 
some information on this quotation 
as I obtained it from the Boston 
public recognized au- 


5 is- 


library, a 


| ard 


did originate the quotation. Inas- 
};much as Ralph Waldo Emerson 
|lived before Elbert Hubbard it 


| for another 12 months on this Sign 


| would 


BOTH THESE CUTS__me 


SEEMS LIKE YESTERDAY | 


.F REE. | 


( © Year's Subscription 
+ TO 

“Domestie - Engineering” 

1. is a large 108-page monthly paper giving expert knowledge 

alyut plumbing and heating. A really progressive craftsman 


feels lost without a trade paper. Naturally we feel ours is the 


BEST IN THE WORLD 


e we make it, but in order to induce you to take it we 


becan 
will send you the paper for one year and these two advertising 
cuts for 

$2, THE PRICE OF THE PAPER ALONE. 
The cuts sell at 75 cents each, ¢ 
They . are 


stationery 


good for business, 
and newspaper ad 


DOMESTIC 
ENGINEERING, 


No. 32-40 Dearborn St., Chicago, ll. 


thority. In getting facts on this 
quotation to use in a speech I found 
out the following. 

Ralph Waldo Emerson is credited 
with the saying as per Hoyt’s En- | 
cyclopedia of Practical Quotations— 
“If a man write a _ better book, 
preach a better sermon, or make a | 
better mouse-trap than his neigh- | 
bor, tho he build his house in the | 
woods, the world will make aj} 
beaten path to his door.” 

On the other hand, Mrs. Sarah S. | 
B. Yule credits the quotation to | 
Emerson in her “Borrowings” 
(1889) asserting that she copied 
this in her hand book from a lec- 
ture delivered by Emerson. The 
“mouse-trap” quotation was the oc- 
casion of a long controversy. This 
was asserted by him in a conversa- | 
tion with S. Wilbur Corman of | 
N. W. Ayer & Son, Philadelphia, 


Letters are welcome. 


Board than the 
I dislike very much to con- 


a Much Larger 
other. 


fiscate any signboards but in a few | 


cases I have had to do so. if you 
are too short financialy to pay up 
on the signboard please Notify me 
at once. I would Advise any sign- 
board Co in such a financial condi- 
tion to quit the signboard business 
& Try something different. drop 
me a few lines & state why you have 
not paid up. I cant think you are 
a very tough co. just a little care- 
less & slow. 
Very Repy. 
(Signature) 
P. S. Charges for Lease 12 Month 


| $5.00. 


Se oe 


Coolidge, Not Hoover 

To the Editor: We noticed in the 
advertisement of the Los Angeles 
Examiner which appeared in the 
Aug. 29 issue of ADVERTISING AGE it 
stated “When President Coolidge 
signed the Boulder Dam bill for 
flood control.” 

Is this correct? Our recollection 
is that President Hoover signed this 
bill. Put us straight. 

JOSEPH C. LEWIs, 
President, Associated Engi- 
neers, Inc., Fort Wayne, Ind. 
|Editor’s Note: The Boulder 
Canyon Project Act was signed on 
Dec. 21, 1928, by President Coolidge. 
Subsequently the development came 
to be known as the Hoover Dam 
and finally as Boulder Dam.] 
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Vanity and Pride 
Extend to the Cradle 


To the Editor: In an age when 
fashion and function are neatly 
welded, it is only reasonable to ap- 
ply the fashion angle in advertising 
even unto new born babies—unless, 
of course, one holds that the ele- 


endorsing any product, either di- 
rectly or by inference. 

Contestants would be required, 
first, to identify the picture and, 
second, to determine, from the ma- 
terial furnished, the name of a par- 
ticular screen play in which the 
actor played a prominent part. 

F. O. G. SCHINDLER, 
Seattle, Wash. 


|Editor’s Note: In using photo- 
graphs of people for reproduction 
the safest procedure at all times is 
to secure a written release from the 
subject. Professional photographers 
follow this procedure even when 
they pay models to pose. To repro- 
duce pictures of movie actors, with- 
out written permission, for any pur- 
pose, would seem to be a hazardous 
step. ]} 


vy? 


The Problem of 
Waste in Printing 


To the Editor: There has been 
some resentment expressed in print- 
ing circles over statements I have 
made from time to time regarding 
waste in printing. Because ADVER- 
TISING AGE has reported several of 
my addresses before advertising 
groups, I should like to clarify my 
stand on this subject. Printers have 
accused me of exaggerating the 
amount of waste in printing. In dis- 
cussing this subject, however, I 
have always made it clear that I 
referred to avoidable waste in the 
planning and production of printing 
which represents as much as 25 per 
cent of the national expenditure for 
printing. Any well-informed printer 
will verify this statement. 

The authority for my statement 
on printing waste is actual experi- 
ence. We have acted as consultants 
on printing production for large 
| buyers of printing and have demon- 
strated that when planned origin- 
ally in such a way that the job 
will impose efficiently, that the 
press sheet will cut without waste, 
|that the paper stock will not have 
to be ordered specially, that proper 
bleed margins are allowed, that the 
| job will impose for bindery equip- 


and in a letter to Dr. Frank H. | ments of vanity and pride do not ment, that cover stock and envel- 


Vizetelly, managing editor of Stand- | 
Dictionary. In the Literary 
Digest for May 15, 1915, “The Lexi- 


cographer” reaffirmed his earlier 
finding, “Mr. Hubbard is the au- 
thor.” 


I am submitting this to you for 
what it is worth as some of your | 
readers may be wondering just who 


is undoubtedly his quotation. How- 
ever, your readers may have dif- 
ferent opinions. In fact, if you 
want to start a controversy on it 
maybe the New Deal will claim the 
saying. 


J. M. SWEENEY, 
President, Federated Sales 
Service, Inc., Boston. 
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Big Business in 
the Outdoor Field | 


To the Editor: Attached is a} 
copy of a letter we just received | 
which will probably amuse lots of 
your readers. The text is exactly | 
as written by the sender. 

C. H. CRAIG, 

United Advertising Corporation 

of Texas, Joplin, Mo. 


Gentlemen: I wish to know 
whether or not you wish to pay up 


Board out here you are in Arrears 
since last August 19th. Please 
Notify me at once if you are Both- 
ered with the Shorts financially or | 
in any other Way. you are cer- 
tainly a business co. & I Rather 
think it is an oversight in this case. | 
you certainly do not figure that you | 
can sell space on a signboard for | 
profit Without compensating the | 
facsimile Party to the land it stands | 
on do you”? even if you could seems 
be a small thing for any 
sign co to do. I take good care of | 
all signboards here on my Premises | 
& put myself to considerable Bother | 
to do so, there are two besides 
yours that Keep Promptly Paid up | 


one of which has stood here for 12 


to 15 yrs that pays the same Lease 
that you supposed to do and 
vet vou the Best stand 


are 
have 


and 


reach into the cradle. 

Accordingly, when the New York 
Times advised the writer that a 
whole rotogravure picture section 
would be devoted to the presenta- 
tion of American and European fall 
fashions on Sunday, Sept. 11, he 


| fashions for naked babies are NOT spinach 


| 
| 
WITH PLATTER PANTS G185 AnD SHTETS 
YOUR GAST 15 AiwaTs “SOCIALLY ACCEPTABLE | 


— oe noe 


what he 


prepared considered an 
appropriate presentation for such an 
editorial setting. 

Our friends have suggested that 


‘the idea of placing this ad in the 


serious fashion setting of the sedate 
New York Times would be of in- 
terest to you and that you might 


see fit to reproduce it for your 
readers. 
A. N. SPANIEL, 
President, International Latex 


Corporation, New York. 
v v ’ 


Picture Releases 

To the Editor: Can you tell me 
whether or not it is necessary to 
obtain permission to use the pic- 
tures of movie actors in a puzzle 
contest? 

As it is proposed to use them, 
these likenesses would be employed 
in the same manner as pictures of 
animals, birds or inanimate objects 
might be used—merely for identifi- 
cation. The actors themselves 
would not be quoted nor repre- 
sented as making any statement or 


| opes can be had efficiently—in short, 
|if all the factors of production are 
taken into account in the _ initial 
_ planning of the job—printing can 
|'be produced for as much as 25 per 
icent less than if these factors had 
/not been properly considered. And 
| the printer will not be robbed of his 
profit. In fact, by elimination of 
the “bugs” from the job he has more 
| chance to get his profit than before. 
| In developing the standards for 
the planning of printed material 
which form the basis for the Knox 
Plan for Printing Control, several 
years of research have been aug- 
mented by sound advice and factual 
information received from printing 


| 


Hugh E, Agnew’s 


OUTDOO 


—when to use it 


Here is a book of sound, practical 


JUST PUBLISHED 


ADVERTISING 


—how to get the most out of it 


September 19, 


—se 


equipment manufacturers, paper 
mills, printing trade associations, 
and a number of printers them- 
selves. 

There has been too much g0.- 
called “printing engineering” which, 
upon analysis, has proven to be 
nothing more than opportunism di- 
rected toward the accomplishment 
ot savings through mere cheapen- 
ing of the printed material, or a 
process of correcting by hindsight 
those things which should have 
been anticipated in the origina! 
planning of the job, but which were 
not. This has nothing whatever to 
do with standards. Real standards 
must provide the planners of print- 
ing with a dependable and proven 
guide to prevent the inclusion of 
errors in planning the job at its 
very inception. 

The use of printing—even with 
the admitted inefficiencies that stil) 
remain in some of its operations— 
has long since been economically 
justified as a generally sound in- 
vestment in the building of modern 
business. But, is there any harm in 
attempting to make printing a more 
profitable investment? It is no in- 
dictment of printing, either as an 
industry or as a process, for any 
one who can to point the way to- 
ward elimination of the avoidable 
wastes in printing. Especially is 
this true since it can be shown that 
more efficient planning of printing 
will benefit both the printer and 
the buyer of printing. 

FRANK M. KNox, 

Frank M. Knox Company, New 

York. 


CONSUMER APPEAL 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


S10 pages 
illustrated 
$3.50 


pointers giving the advertising man 


ager the kind of information he needs in planning a marketing program. 
The methods, the costs, the values of outdoor advertising are thorough!) 


discussed and illustrated by detailed case histories of outstanding out- 


door advertising campaigns of representative concerns, 


| 


your 


LOOK UP IN THIS BOOK: 


..agency relations 
..use of bulletins 
.. local campaigns 
..car ecard circulation 
..mechanics of handling 
contract 
..copy changes 
_.alloting units of dis- 
play 
electric spectaculars 
lithography costs 
types of painted dis- 
play 
. te. 


ity 


lilow is outdoor advertising sold? 
compare with other media? 


would you use? 
questions, 
tion on approval. 


Posithe 


Company 


How does it 
How should you draw 
What kind of cop) 
For answers to these and other 
this new book. 10 days’ examina 


specifications for it? 


see 


SEND THIS COUPON TODAY 


McGraw-Hill Book Co., 330 W. 42nd St., N. Y. © 
Send me 
tion on 


# postage, 


Agnew's 
approval 


Outdoor Advertising for 10 days’ examine 
In 10 days I will send $3.50, plus fe" 
or return book postpaid. (We pay postage @ 


: accompanied by remittance.) 


and State 


mi 


Age-9-26-3° 


Books sent on approval in U. 8S. and Canada only.) 
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Swilt to Lighten 
Morning Tasks 
with Sunbrite 


Chicago, Sept. 15. — Breaking 
away from conventional daytime 
radio fare to give the housewife a 
sparkling 30-minute variety pro- 
vram, Swift & Co. will launch its 
fall campaign for Sunbrite cleaner 
ver a special 26-station National 
Broadcasting Company network at 
4:30 a. m., EST, Sept. 30 and every 
Friday thereafter. Nine magazines 
will also carry the Sunbrite copy. 

The “Smile Parade” will increase 
the tempo of the housewife’s morn- 
ing chores with a full orchestra 
playing special arrangements of 
popular and classical numbers, a 
featured vocalist, a comedian of the 
frst rank and a little drama, in- 
cluding some of the burlesqued va- 
riety. Ransom Sherman, master of 
ceremonies on NBC’s club matinee, 
will be featured. 

The magazine schedule will con- 
sist of monthly insertions in The 
American Weekly, Good House- 
keeping, Household Magazine, 
Ladies’ Home Journal, McCall’, 
Pictorial Review, This Week, True 
Story and Woman’s Home Com- 
panion. Stack-Goble Advertising 
Agency is in charge. 


New York Slogan 
Adapted to 
2,000,000 Checks 


Albany, Sept. 15.—New York’s 
advertising slogan, ““The State That 
Has Everything,” today was adapted 
to a new medium, when it appeared 
on a standard state check, 2,000,000 
of which are issued yearly. Allan 
L. Reagan, director of the Bureau of 
State Publicity, developed the new 
promotion aid with the assistance of 
Kelly, Nason & Winston, the agency 
in charge. 

Three Albany banks which are 
the principal state depositories, will 
provide the checks carrying a design 
created by Richard Brown, Roches- 
ter artist, and approved by Gov. 
Herbert H. Lehman and other state 
dignitaries. 

The slogan is accompanied by an 
illustration of four outstanding New 
York scenic attractions—Niagara 
Falls, the Saratoga Spa, Jones Beach 
und mountain ranges. The artist 
ulso developed standard typography. 
The new checks will be used by 
every state department except the 
Division of Placement and Unem- 
ployment Insurance. 

The checks will be lithographed 
in black, but six colors of paper will 
be used to indicate the general pur- 
pose for which the payment is made. 


Rosenbaum Heads 
Mail Association 

Phil C. Rosenbaum, Acme List 
and Letter Service, was elected 
president of the Mail Advertising 
Association of St. Louis at its an- 
nual meeting. 

Helen E. Melloh, Ad-Sell Letter 
Company, was elected vice-presi- 
dent; Mrs. Louis Hasenpfiug, Kris- 
\rt Letter Service, secretary-treas- 
irer. Lyle B. Godbey, Associated 
Letter Producers, was elected a di- 


rector representing the membership | 


it large. 


Drive for Grosfeld 
Grosfeld House, New York manu- 
fucturer and importer of furniture 
nd carpets, has opened its fourth 
nnual exhibition at 320 E. 47th 
treet. Newspapers and magazines 
being used, with Mears Adver- 


RCA Dealers Get 
13 Sound Movies 


A series of 13 one-minute sound 
motion picture playlets dramatizing 
the story of the 1939 line of radios 
and Victrolas has been made avail- 
able to dealers by RCA Manufac- 
turing Company, Camden, N. J. 

Each playlet displays a different 
model. Average cost to dealers for 
display of the films is $9 a week, the 
company said. 


New Post for Arata 

Clarence A. Arata, formerly pro- 
motion manager of the Van Cleve 
Hotel, Dayton, O., has been named 
manager of the Greater National 
Capitol Committee of the Board of 
Trade in Washington, D. C. 


ADVERTISING AGE 


‘Jack and Jill,’ 
Curtis Monthly, 
to Bow Oct. 28 


Philadelphia, Sept. 15.—Bearing 
a November date line, the first issue 
of Jack and Jill, the new children’s 
monthly to be issued by Curtis Pub- 
lishing Company, will be mailed 
Oct. 28. While details of the under- 
lying policy have not been an- 
nounced, the scope of the new pub- 
lication appears to be somewhat 
broader than was hitherto believed. 

Mrs. Ada Campbell Rose, who 
formerly handled assignments for 
the Country Gentleman, will be edi- 
tor. The format calls for a size one- 


half that of the Ladies’ Home Jour- 
nal. The cover will be of extra 
heavy stock to withstand the wear 
and tear accorded by six to ten- 
year-old readers. The single copy 
price will be 25 cents and the sub- 
scription price, $2. 

Mrs. Eunice S. Lee, formerly a 
free lance, will be art director of 
Jack and Jill, which will lean 
heavily on illustrations for the en- 
tertainment and instruction of its 
youthful clientele. While puzzles, 
games, fiction and articles will be 
used, an appeal will also be directed 
at elders with a department en- 
titled, “Chats with Mothers.” 

Advertising will not be accepted 
for the first year, regarded as a test 
period. 


Free Booklet on 


Anniversary Promotions 


Dennison Mfg. Company, Fram- 
ingham, Mass., has issued a book- 
let on “How to Play Your Anni- 
versary.” It covers all types of 
promotions of this nature, whether 
it be a well rounded effort or 
merely passing notice of the event. 

The brochure is free to those 
writing the company’s advertising 
department. 


Vick Begins Drive 
Vick Chemical Company, New 
York, has started its fall news- 


paper campaign with a budget in- 


crease of 30 per cent. Magazines 
and a network radio show will 
also be used. Morse International, 


New York, handles the account. 


NG 
S 


ing, New York, in charge. 


Dempsey to Printer 


. William O. Dempsey, formerly of | 
« St. Louis Star-Times, has joined 

Journal Printing Company, East 

Louis, as account executive. 


~t) 


UP it’s crzezk +6 vou 
WE SOLVE IT! 


lations and publicity in all Foreign 
ARES, Advertising Stvle Com- 
on & Make-Up for all Languages. 
charge regularly “A for an Alpha.” 
“EORGE STAVROU 


- Nassau St.. New York, N. Y 
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| CBS AFFILIATE 


National Representatives : 


INTERNATIONAL RADIO SALES 


Chicago, New York, Detroit 
Los Angeles, San Francisco 


DAY 
AND NIGHT 
1000 WATTS 


Phoenix: 
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‘ 
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THE PRAIRIE FARMER STATION 


Burridge D. Butler, President 


(Chicago) Glenn Snyder, Manager 


GETS RESULTS IN ARIZONA 


\ prominent western oil company advises they have gotten better results from KOY 
than from any previous advertising in this area. Write for details and for information 
on other sales results from KOY, 


Key Station—THE ARIZONA NET WORK — 8BiS8N 3s 
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Colorado Chains 
Prepare for 


Referendum on Tax 


Analysis of 1934 Vote 
And Its Results First 
Repeal Broadside 


Denver, Sept. 15.—With a public 
referendum to repeal the 1934 Col- 
orado chain store tax scheduled for 
Nov. 8, chain store organizations 
this week fired the first shot in 
what is expected to be a bitter pre- 
election battle by issuing an ex- 
haustive analysis of the background 
and effects of anti-chain levies. 

Hoping to duplicate the vote of 
confidence given the chain store 
system by California voters in 1936, 
the Colorado Chain Stores Associa- 
tion nevertheless is prepared for a 
more difficult assignment. In the 
former instance the proposal was 
new, but here the tax law has been 
on the books for four years and the 


public is becoming accustomed to 
its existence. 
The association’s presentation, 


STRAIGHT AS A 
TO THE MEN YOU 
WANT TO REACH 


Any industrial advertiser knows how scattered 


his prospects are, how the identity of the man 


with buying authority often changes during the 


year, 


it is to find these men, reach them, sell them. 


If this is a tough problem, this cost of calling to 


sell al 
dollars. how tough do you think 
of a magazine publisher whose 


sells for more than $3.007 


And the 20th Century. streamlined answer to 


this problem 


compiled by Braun & Co., Western 
research organization, comprises an 


rado Store License Law.” E. A. 
Waite, of the Braun company, em- 
phasized that every attempt has 
been made to present honest and 
authoritative information in the 
book, which will be given wide cir- 
culation. 


Sentiment in 1934 
“Colorado is the only state among 


product) costing tens and hundreds of 


from the publisher's and from the 


| the 22 with special chain store taxes 
which enacted the act by a vote of 
| the people,” said Mr. Waite. 


|chains refused to believe that the 
general public would fall 
proposition which could only re- 
bound to its disadvantage. Con- 
sequently there was only a per- 
functory campaign against the tax 
and many chain store companies 
took no part in that campaign. 


California Voted No 


“The unfavorable result con- 
vinced most of the chains that in 
order to stem the wave of discrimi- 
natory legislation which threatened 
their extinction, they must take a 
more lively interest in the issue. 
With an active campaign on both 
sides, the people of California 
turned down the special chain 
store tax by a majority of 300,000. 
This is the first submission of the 


lation idea. 


84-page book entitled, “The Colo- | 


“This | 
| took place four years ago when the | 


for a} 


advertiser's viewpoint 


PRINTING'S PATRON SAINT LIVES AGAIN 


| 


} 
| 


Juliet Olhausen; 


issue to a popular vote since that 
in California.” 

“The Colorado 
Tax,” described as 
book of fully 


Store License 
“A reference 
documented facts,” 


ARRO 


is the Controlled Cireu- 


A magazine of outstanding editorial 


content, of vital importance to man-in-the-job, 


going straight 
or charge. 


moves out, it 


And any sales manager knows how hard 


it is in the case of sometimes 


product rarely 


message. of lower advertising costs. 


It's a bonus 


always vital, interested and alive 


as an arrow to the men you want 


to reach, it is sent direct without red tape, delay 
Circulated ‘so as to get the man as he 


moves into power, and to eliminate him when he 


gives you a readership that is 


just the men 


you want to reach, and no more. 


And there is no guess-work as to the advertis- 
ing value of the Controlled Circulation magazine 
to you. The Controlled Circulation magazine has 


a story to tell, of increasing advertising patronage, 


astounding advertising results. of 


more thorough coverage for your advertising 


whichever way you look at it... 


easily demonstrated to those who will listen. 
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THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C.C. A. PUBLICATIONS 


SL LTE EL TE ET CE TC ATCT tet 


AUTOMATIC HEAT & AIR 

CONDITIONING 
BAKERS REVIEW 
BANKERS MONTHLY 
BETTER ROADS 


COMPRESSED AIR 
MAGAZINE 


DRUEG TOPICS 
ELECTRIC LIGHT & 
ELECTRICAL DEALER 


ELECTRICAL 
MANUFACTURING 


EXCAVATING ENGINEER 
FLEET OWNER 


POWER 


COLEFDOM 


HITCHCOCK’s 
POOL BLUE 


MACHINE 
BOOK 


HOSPITAL TOPICS & BLYER 


INDUSTRIAI 
NEWS 


KOUIPMENT 


INDUSTRIAL POWER 
JOBBER TOPICS 


LIQUOR STORE & 
DISPENSER 


MACHINE DESIGN 
MEAT 
MEDICAL ECONOMICS 
MILL & FACTORY 
MODERN MACHINE SHOP 


NATIONAL JEWELER 


NEW EQUIPMENT DIGEST 


OIL AND GAS Equipment 
Review 
PETROLEUM MARKETER 
PREMIUM PRACTICE 
PROGRESSIVE GROCER 
ROADS AND STREETS 
RUG PROFITS 
SODA FOUNTAIN 
SUPER SERVICE STATION 


SYNDICATE STORE 
MERCHANDISER 


TIRES 


WHAT'S NEW 
ECONOMICS 


IN HOMIE 


WOOD PRODUCTS 


CONTROLLED CIRCULATION PUBLISHERS 


Merle Schaff, president, othe 
Gamble: Russell L. Davis, essociate director of the institute. 


| 
| 


The Franklins, Benjamin and Deborah, pay a visit to the Hall of the Graphic 
Arts, Franklin Institute, Philadelphia, as part of the 250th anniversary celebration 
of Market street. Left to right are W. F. Jackson, Jr., manager of the institute; 


Philadelphia Typothetae; Morton 


prefaces the discussion with quota- 
tions from two eminent authorities. 
President Roosevelt is quoted as 
saying that “Taxes are paid in the 
sweat of every man who labors,” 
while the Federal Trade Commis- 
sion is credited for the statement 
that “If ability to undersell based 
on greater efficiency or on elimina- 
tion of credit and delivery cost is 
destroyed by taxation, the consum- 
ing public and not the chain, will 
really pay the tax.” 

The Colorado law provides for a 
tax of $2 a year, plus a 50 cent 
filing fee, on a single store. When 
a company operates 24 or more 
stores, it must pay $300 for each 
store. 


Tax Called Unfair 


The book points out that this 
penalizes grocery and some other 
kinds of stores which must locate 
close to their markets, while it al- 
lows such giants as department 
stores to escape chain taxes. Fur- 
thermore, members of voluntary 
chains enjoy all of the advantages 
ot chains, while unburdened by 
oppressive taxes. Thus the chain 
store tax, at best, is unfair, and 
dozens of Colorado newspapers are 
quoted to that effect. Even many 
independents have reached the con- 
clusions that the tax has failed to 
stimulate their business. 

From the viewpoint of state rev- 
enue, the chain store tax has also 
failed to live up to its advertising, 
according to the analysis. The to- 
tal from chains amounts to only 


of 


the most cogent arguments, 
however, is based on the result of 
the tax. 

“If you trade with chain stores,” 
it said, “it means that you help to 
pay, as a starter, more than $200,- 
000 a year because some selfish in- 
terests want the chain stores de- 
stroyed. But that is only a smal] 
part of the picture. 

“Even if you do not trade in 
chain stores, you are still paying 
more for everyday necessities, be- 
cause when the chain stores are 
forced to raise their prices in order 
to make the tax payment, that al- 
lows competitors (especially the 
middlemen) to raise prices propor- 
tionately, and make a longer profit. 

“Since chain stores do 22.3 per 
cent of the retail business in the 
state, it may be assumed that re- 
tail prices as a whole are raised, 
not merely the $200,000 necessary 
to meet the tax, but approximately 
4.5 times that, or $900,000. Thus to 
give the state $150,000 in net rev- 
enue, the people are forced to pay 
six times as much, or $900,000, in 
higher living costs.” 


Survey Draws Contrast 


Drawing a contrast between the 
increased cost of living in Colorado 
and states in which competition is 
allowed to take its natural course, 
the survey said that the average for 
other states is 10.3 per cent against 
12.8 per cent in Colorado. As far 
as food is concerned, the tax has 
resulted in a tendency to maintaim 
high prices at any cost, the decline 
in Denver being the smallest in the 
country during the depression. 

The analysis goes into details of 
chain and independent store opera- 
tion to show that the former is not 
the rapacious beast pictured by 
competitors, but actually resembles 
the latter in many aspects. The 
United States Department of Com- 
merce is quoted to show that chains 
even pay their employes more than 
independents, whether groceries, 
filling stations, restaurants or drug 
steres be considered. 


Result: Stifles Initiative 


The chief result of the chain tax 
is to stifle the initiative of the most 
efficient independent retailers, who, 
succeeding with one store, naturally 
yearn to spread their wings further, 
but are confronted with the tax 
barrier, the book asserts. 

Turning to the positive side of 
the presentation, the survey says 
that chains are a positive and un- 
disguised benefit to the consumer 
and to the producer. The book re- 
cites how chains have come to the 
rescue of the latter by selling sur- 
pluses, and to the former by con- 
stant pressure for low prices in 
consideration for payment of cash 


four-tenths of 1 per cent of the|and elimination of expensive serv- 


state’s annual gross revenue. 
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atmosphere of the world’s largest hotel. 
When you come to The Stevens, you'll 
find their stories true. This wide-spread 
sood will is the result of the constant 
effort of our entire staff to make the most 
discerning traveler really feel at home. 


OTTO K. EITEL, Managing Director 
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MANY FINE PEOPLE 
HAVE PRAISED 


the world of ease and comfort—the genial 
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NIAA LEADERS 


were printed by a combination of 


given under three classifications: | 
( sheet-fed gravure and three-color 


1) for the best series of articles or 


C&O H arnesnes 


editorials published during the ~ = . letterpress. Surprinting color on 
twelve months prior to Aug. l, iH istor 1c Ter Tain as the gravure established a new 
| 1938: (2) for the best single article 


technique. 

The agency scoured every possi- 
ble source for interesting pictures 
and the C. & O. acknowledges its 
debt to a score of helpers in the 


Promotion Theme 


New York, Sept. 15.—The motif 
suggested by the historical country 
penetrated by the Chesapeake & 


‘or editorial; and (3) for the great- 
| es 


oe — | 
Annual Conference 
of NIAA lo Study t improvement in format, typog- 
Recovery Plans “me generat sous wt be re 


sumed Thursday afternoon with a 


: : booklet. 
O 3 
s series of six talks on vital problems me ggg Beir age . soy d os 
Girdler Heads List of of hoy Ag: — adelante eg wide distribution, is again turned to | Hospital Program 
S k ° Cli H S a NCuUcING reparing Wie Fian, : advantage in “Leaves from a to Tell D *St 
peakers; inic €S-| w. Bullock, General Electric Com- Tvavelee’s Notebook,” just prepared oie octors Story 
. P| d pany; “Finding the Facts,” John ‘ : The benefits of individuality in 
sions rianne il 7 for the road by the Robert M. St. dici - inst 4 
Allen Murphy, vice-president, G.| F, ©. Wyse (left), advertising manager, | Clair Company. Its objective is to | MECICINE aS agarnst Propose De 
M. Basford Company, New York; 


Bucyrus-Erie Company, who is NIAA 

president, and S. A. Knisely, advertising 

manager, Republic Steel Corporation, 
general conference chairman. 


group practice will be told by Dr. 
John F. Brereton, medical director 
of Altadena Hospital, Altadena, 
Calif., in commmercial announce- 
ments during the hospital’s new 39- 
week radio program, “The Family 
Doctor.” 

The broadcast will be heard over 
KFWB, Los Angeles. Bogardus 
Advertising, Pasadena, is in charge. 


whet the traveler’s appetite for a 
trip over the C. & O. and to make 
the journey more interesting by pro- 
viding quick facts in word and pic- 
ture about the historical nuggets 
to be found en route. 

The handsome brochure will be 
distributed at ticket offices, on 
trains, through passenger and 


Cleveland, Sept. 15.—Throwing | «Copy that Clicks,” Mark Wiseman, | 

out a challenge to industry to af- | director, Laboratory for Advertis- 
fect its own recovery through more | ing Analysis; “Persuading the 
: aggressive marketing and promo-| pyrse Strings,” S. D. Mahan, gen- 
tional efforts, \eral advertising manager, Westing- 
Tom M. Girdler, house Electric & Mfg. Company; 
fighting chair- “Supporting the Salesmen,” Dale 
man of Republic || Wylie, sales promotion manager. 


Steel Corpora- Iron Fireman Mfg. Company, Cleve- 
tion, will set the 


South Milwaukee, Wis., is president 
of the N.I.A.A., and Stanley A. 
Knisely, advertising manager, Re- 
public Steel Corporation, is general 
chairman of the conference and 


aS 


land: “Profiting by Professional | president of Industrial Marketers of |‘T@Ve!_ agents, and in other group Whyte With Agency 

: nace for the fast = A iCleveland whi aes nt and individual contacts made by Sty 

, CF Service,” A. L. Billingsley, presi eveland, which will act as host! epresentatives responsible for} C. Evers Whyte has joined Chet 
3 three - day pro- dent, Fuller & Smith & Ross, Inc.,|to the conference. Ralph Leaven- , 


gram of the 16th 
annual confer- 
ence of the Na- 
tional Industrial 
Advertisers As- 
sociation which 
will convene 
here Sept. 21-23, 


Crank, Inc., Los Angeles, and will 
establish a division of the agency 
‘to handle retail promotional dts- 
plays. 


worth, Fuller & Smith & Ross, Inc., | building passenger traffic. 
Cleveland agency, is chairman of | 
the program committee. | 

Entertainment features of the| Lavishly illustrated, the 
meeting will reach their height at|}ume presented more than a few 
the annual banquet and floor show |mechanical problems, which, as 
on Thursday evening. Special ac- | Robert S. Conahay, Jr., treasurer of 


Cleveland agency. 

The Thursday and Friday morn- 
ing sessions will be devoted to a 
series of clinic meetings. The sub- 
jects and the leaders of the first 
groups of these sessions are: “Direct 
Mail for the Industrial Advertiser,” 


a 


New Production Stunt 


vol- 


Moss Changes Name 


Faraon Jay Moss & Associates, 
Los Angeles, has changed its name 


R. Leavenworth 


at Hotel Statler. He will address 
the opening session on “Our Biggest 
Sales Job.” Mr. Girdler will also 
emphasize the need for doing a 
more effective job of selling the 
public and wage earners on their 
common interests with industry to 


H. E. Van Petten, B. F. Goodrich 
Company, Akron, O.; “A Better 
Creative Job—Ideas, Copy, Art, 
Photography,” H. H. Simmons, 
Crane Co., Chicago; “Publications 
and their Evaluation,” R. J. Bar- 
bour, Bakelite Corporation, New 
York; “Catalogs and Sales Man- 


tivities have been arranged for|the agency said, kept ink experts 
women accompanying delegates. sitting up nights. The inside pages 


to Faraon Jay Moss, Inc., with of- 
fices at 1112 Hilldale avenue. 


promote industrial harmony and 
improve its social aspect. 


juals,’ H. V. Mercready, Magnus 
, Chemical Company, Garwood, N. 
‘The N.ILA.A. conference is the! J - and “Departmental Organization 
highpoint of interest during the | ang Budgets,” Theodore Marvin, 


year in the indust1 ial adv ertising ‘Hercules Powder Company, Wil- 
field and attendance this year is ex- | mington, Del. 


pected to exceed 700 with visitors | 
coming from the organization’s 17 | 
chapters and members at large lo- | The Friday morning clinic meet- 
cated in the important industrial |ings will include: “Market Infor- 
centers of the United States and |mation—How to Get It and How to 
» Canada. Attendance is not re-|Use It,” R. G. E. Ullman, Roland | 

stricted to members. |G. E. Uliman Agency, Philadelphia; | 


Study Cost Reduction 


“Problems of the Small Advertis- 
i Analyse Industrial Trends er,” D. A. Wolff, Edwin L. Wiegand 
a fhe program for the three-day |Company, Pittsburgh; ‘Production 
| session will be divided between|Problems and Methods—Ways to 
general and clinic sessions. In ad-|Reduce Cost,’ Carl B. Dietrich, 
dition to Mr. Girdler, first day |Wagner Electric Corporation, St. 
speakers also include James H. Mc-/| Louis; “Public Relations and Em- 
Graw, Jr., chairman, McGraw-Hill} ploye Relations,’ Charles Mc- 
Publishing Company, New York, | Donough, Combustion Engineering | 
who will point out “Industrial | Company, New York; and hE as ¢. L 
Trends and their Significance to In-|Shows and Exhibits,’ Harry M. - @ ane =~ Ne ine, ; 
dustrial Advertisers Now,” and | Carroll, Hyatt Bearings Division, | - 7 "On as US for hotrod, ton Peck. “ef 
Wilford L. White, chief, Market Re- |General Motors Corporation, Har- | ver ising Oy Many of Trade fee TRO P 
search Division, Bureau of Domes-|rison, N. J. *. $th Jan Our fren and Nay; 4 
tic and Foreign Commerce, Wash- An outstanding feature of the an- Cary, > FOwng. 82. 
ington, who will talk on “Newj|nual N.I.A.A. conference is the Wi d 3 ROY 89, 
Statistics for Industrial Sales Mana-| panel display of members’ work, a e 3w 
gers.” represent.ing the largest display of 


A feature of the Wednesday |\advertising material in the world, 
afternoon session will be an ex-|and the awards which are given 
change of ideas by two masked|under six product classifications. 
speakers on the subjects: “If I were |The judging will be done this year 
a Publication Representative” and | by two sets of juries, one to be| 
“If I were an Advertising Mana-|comprised of engineers, production | 
ger.” Closing the first day’s ses-|men and purchasing agents, and the | head of navigation on the Hudson River. 
sions will be the presentation of | other of advertising agency execu- | 


awards in the first annual competi- | tives. An exposition of commercial | . Little commercial advantage did they see 
tion of Industrial Marketing for |exhibits will form another educa- | in their holdings. Would-be purchasers of 
publishing achievement by business | tional feature of the meeting. land were turned away. With difficulty were 
papers. One first award and two | Francis O. Wyse, advertising | they persuaded to lay out "Vanderheyden's 
onorable mentions each will be! manager, Bucyrus-Erie Company, | Ferry" into building lots. The ferry they sold 
to enterprising Capt. Stephen Ashley, from 
Connecticut. 

No love for Dutch names had Ashley and 
his fellow Yankees. Meeting at his tavern on 
Jan. 5, 1789, they voted that henceforth the 
town "should be called and known by the 
name Troy.” 


Back in 1720 a stolid Dutch family named 
Van Der Heyden secured from the Rensselaer 
manor proprietors title to 490 acres at the 


To clinch the name Troy these free-holders 
advertised their action in the newspapers. 
Troy, the advertised name, quickly displaced 
“Vanderheyden's Ferry," the scarcely known. 

Today Troy is a major market, for more 
than 119,324 consumers live within its 3!/2- 
mile A.B.C. City Zone radius. Their annual 
retail expenditures total $38,896,000. 

Advertising to this active audience, getting 
them to know and demand your product, is 
exceptionally easy and inexpensive. 

The Record Newspapers—the city's sole 
dailies—reach "everybody" at a single low 
cost of 12c per line. That makes Troy New 
York State's lowest cost major market! 


SOUTHERN MARKETS | 


Sales of automotive parts, accessories, and equipment in 
the South and Southwest are on a par with 1937 or above. 
... Hardware and farm equipment sales prospects for fall 
and winter appear bright in this area. . . . Electrical lines 
are being extended, opening up new markets for appli- 
ances, wiring and equipment of all kinds. .. . Textile 
mills have increased operations and are buying machinery, 


; sz oom House © HE TIME ie V ARY 
supplies and equipment. . . . Industrial plant construction = cor TR as es TH pg Poth == c G \ sauer 
continues in the important process industries, steel and $$$fJf go .@e Chiefs eer Work ANNIN 
iron, ete. Confied To Confer vert = oe 


ee! _ wt . net » ghee or oo 
tetail sales, plant construction, farm subsidy payments, 

building news, in the important South and Southwest are ” 

covered in the current issue of Southern Markets issued ORD N 

by the W. R. C. Smith Publishing Company. A copy of BPs 


J. A. VIGER, ADVERTISING MANAGER 


this will be sent gladly to manufacturers interested in 
increasing their sales in this field. 
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Mythical Flap Jac 
Flour Guinea Pig 
for Ad Managers 


Chicago, Sept. 14.—Ad Club Flap 
Jack flour, “the only self flapping 
flour on the market,” made its de- 
but at the first fall meeting of the 
Chicago Advertising Managers’ 
Club last night when three media 
representatives were invited to 
compete for a $500,000 appropria- 
tion for a mythical food product. 

The neat package of Ad Club 
Flap Jack flour was presented by 
J. E. Elliff, Western manager, The 
Saturday Evening Post, who said 
that when the product is known 
and marketing strategy outlined, 
selection of media becomes almost 
automatic. Others who told why 
their respective media should re- 
ceive the lion’s share of the avail- 
able $500,000 were Emmons C. 
Carlson, advertising and sales pro- 
motion manager, central division, 
National . Broadcasting Company, 
and Maurice T. Reilly, manager, 
Chicago Tribune plan department. 

L. E Meyer, advertising manager, 
International Cellucotton Products 
Company, club president, turned the 
meeting over to Miss’ Barbara 
Bever, advertising manager of Stop 


/96.8 per cent, increase in number 


'of sets and in 


& Shop, who introduced the guests. 

Mr. Carlson stressed the success | 
of radio as evidenced by returns for | 
more by a repeat business record of 


average listening | 
hours. Radio is supreme in crea- | 
tion of good will, he said. Educa- | 
tion of listeners has made objection 
to commercials virtually non-exist- 
ent, he contended. 

Mr. Reilly, the Tribune expert, 
laid chief emphasis on the flexibil-| 
ity of newspapers, which permits 
the advertiser to adopt the “Na- 
poleonic strategy” of gearing his 
plans to the competitive situation | 
in each community. Inadequacy | 
of use is the most common anchor | 
on any medium, he said, in asking | 
for most of the available $500,000. 

Mr. Elliff quoted the definition | 
espoused by the celebrated James 
W. Young, who said that advertis- | 
ing can remind, familiarize, over- | 
come inertia, spread news, and fi- 
nally, put something into the prod- 
uct that is not intrinsically there. 

The Post representative said mag- | 
azines create appetite appeal by use | 
of color, familiarize readers with 
the package in the same way, lend 
believability to the message because | 
of the helpful editorial background | 
and association with leading prod- | 
ucts, and give long life and extra | 
circulation to advertising. 


WAB 


the dessert's debut on the air. 


Hulomobile, are News - 


LISTEN, POP! IT SAYS 
MERE IN THE AD, THE NEW 
WIDGEON 8 GIVES 30 MILES 
TO A GALLON! 


Whether 


biles are news. 


The American public is avidly interested in 
automobiles. More than 23,000,000 are on the roads 
of this country today. The motor car has become 
a vital part of all community life. Naturally then, 
news of the automotive industry, details about the 
production — everything 
concerning the automobile business is of consum- 


new cars, employment, 


ing interest. 


Ward 


1 SAY, JAMES! I SEE BY 
THE ADVERTISEMENTS THAT 

THE NEW WIMPLE 24 HAS 
A BUILT-IN SHOWER! 


it be the statement that motor car 
manufacturers have spent $60,000,000 in re-tooling 
plants for the 1939 models*, or the latest report on 
the performance of the Widgeon 8; or the signifi- 
cant fact that the industry is calling thousands of men 
back to work every week in Detroit®, or details about 
the appointments of the new Wimple 24—Ax/omo- 


And just as naturally, the American public looks 
to the daily newspaper for information about auto- 
mobiles as it looks to the daily newspaper for fresh, 
timely, vital news about everything else. That's 
why 43,000,000 copies are sold daily. And that’s 
why practically every make of automobile, new or 
used, is advertised in newspapers. 


Because the purchase of an automobile usually 
calls for a family council, The Detroit News holds 
an enviable position in Detroit. It is not only the 
outstanding newspaper in Detroit, America’s Fourth 
Market, but is the acknowledged HOME newspaper 
with 76‘) of its great city circulation home delivered. 
The News also has the largest trading area circu- 
lation of any Detroit newspaper. Total circulation 
323,850 weekdays, 385,090 Sundays. 


Automotive Reports 


The Detroit News 


New York: |. A. KLEIN, INC. 


THE HOME NEWSPAPER Chicago: J. E. LUTZ 


MONDAY 
THROUGH 
FRIDAY 


| 


| 
| 


| 


DESSERT APPEAL TO LISTENERS 


pe OA 


5.45 


CIRCUS LIFE...ADVENTURE...ROMANCE ! 


Penick & Ford's current circus-type radio program, entitled "The Mighty Show,” 
is being brought to the attention of listeners by means of newspaper insertions 
of this type. The program is a serial feature heard five times a week and marks 
The My-T-Fine campaign is being conducted in 
New York State, New England and Texas. 

is in charge. 


Batten, Barton, Durstine & Osborn 


Tourist Drive Pays 
Off at 20-1 for 
Pennsylvania 


Pa., Sept. 


Harrisburg, 15.—An 


advertising expenditure of $193,010 | 


by the Pennsylvania State Publicity 
Commission during the past year 
resulted in tourist trade estimated 
at $400,000,000, it was announced 
here today by officials of the com- 


mission. The year ran from June 
1, 1937, to May 31, 1938. 
Total expenditure of the com- 


mission was placed at $250,000 by 
Roy E. Brownmiller, secretary of 
highways. This is half of the 
$500,000 appropriated by the state 
for the 1937-39 period. 


At the same time, the commission | 
next | 


set $600,000 as its goal for 
year, a figure based on a total of 
$6,000,000 estimated for the entire 


| country. 


for 
year: 


Newspapers received $61,772 
advertising during the past 
magazines, $32,799; radio, 
and motion pictures, $16,736. News- 
paper copy is said to have brought 


| 10,973 mail inquiries, with 7,858 re- 


| tion manager 


sulting from radio advertising. 

A considerable factor in 
vear’s tourist trade is the increase 
of $7,600,000 in gasoline tax rev- 
enue during the tourist season. For 
the entire period gasoline tax re- 
ceipts increased $2,302,289. 

Walker & Downing, Pittsburgh. is 
the advertising agency for -the 
commission. 


this 


Study Agency Functions 


A symposium on the functions of 
the advertising agency will be one 
of the features of the second season 
of Newcomb Lecture Courses, to 
start in New York, Oct. 3. Robert 
S. Trowbridge, Newell - Emmett 
Company, New York, will serve as 
chairman of the seven weeks’ ses- 
sion. Representatives of seven 
agencies will cover the operation of 
the modern agency. The courses 
are given under the direction of 
Robert Newcomb, Robert Newcomb 
and Associates, publications con- 
sultant, New York. 


Williams Shifts 

Frank B. Williams, Jr., has been 
elected vice-president in charge of 
the merchandising division, West- 
inghouse Electric & Mfg. Company, 
succeeding Arthur FE. Allen, re- 
signed. He will make his headauar- 
ters in Mansfield, O. Mr. Williams 


was formerly vice-president and 
sales manager, Diehl Mfg. Com- 
pany, New York. 
Two Join Segall 

Arthur D. Duncan has _ joined 
| Theodore H. Segall Advertising 


Agency, San Francisco, as produc- 
Juliet Schellenbach. 
formerly advertising manager of 
the Lawton Company, Cincinnati, 
has been named copywriter and art 
director for women’s accounts 


_ Mechanical 
| Hotel, Atlanta. 


$45,879, | | 


— 


| Coming 


Conventions 


Sept. 19-20. Southern Newspaper, 
Conference, Biltmore 


Sept. 19-23. Seventh Internationa) 
Management Congress, Washington. 
a Ae 

Sept. 21-23. Annual conference 
National Industrial Advertisers As. 
sociation, Hotel Statler, Cleveland. 

Sept. 26-27. Boston Conference 
on Distribution, Hotel Statler. 

Sept. 28-30. Annual convention. 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 3-5. Annual convention, Ad- 
vertising Typographers of America, 
Inc., Cavalier, Virginia Beach, Va. 

Oct. 4-5. Annual meeting, Na- 
tional Publishers Association, Sky- 
_top Lodge, Skytop, Pa. 

Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 10-14. Annual convention, 
National Association of Retail Drug- 
gists, Hotel Sherman, Chicago. 

Oct. 17-18. Fall convention, News- 
| paper Advertising Executives Asso- 
| ciation, Hotel La Salle, Chicago. 
| Oct. 18-19. Fall convention, In- 
land Daily Press Association, Hotel 
Sherman, Chicago. 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 

Oct. 28-29. Annual convention, 
Tenth District, Advertising Federa- 
tion of America, Fort Worth, Tex. 

Oct. 30-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
| tion, Fort Worth, Tex. 
| Dec. 27-30. Annual convention, 
American Marketing Association, 
| Detroit. 


‘Maudsley to KFAC 
C. G. Maudsley has joined the 


sales staff of Station KFAC, Los 
Angeles. 


100% and only by 
RAILWAY EXPRESS 


Save dead-line time on mats, plates, 
layouts, anything, everything. Ship 
them by RAILWAY EXPRESS direct 
from your door to their destination. 
Merely a phone call does it—withovu! 
extra charge for receipted pick-up 
and delivery in all cities and princi: 
pal towns. For super-speed — AIR 
EXPRESS —nation-wide — 2500 miles 
overnight. Low rates. High economy 
—and a convenient service, remem- 
ber, you can't get anywhere else. 
Just phone our nearest office to coll. 


RAILWAY 
EXPRE Ss 


ENCY INC. 


—y " ain service 
a. 
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Premium Users 
Discuss Problems 
’ At Convention 


"Merchandising and Pre- 


testing Occupy Adver- 
tisers’ Attention 


New York, Sept. 14.—The intrica- 
cies of premium merchandising and 
ore-testing occupied the attention of 
national advertisers and agencies 

} sere this week in connection with 
) she annual meeting of the Premium 
advertising Association of Amer- 
‘ca, Six agency representatives and 
seven premium users participated 
n the round table sessions. 

Ww. W. Prout, Benton & Bowles, 
discussed the use of radio to pro- 
mote premium offers; Donald B. 
Kenyon, Kenyon & Eckhardt, the 


. 


. 


vertising Agency, the use of news- 
papers: John Hosch, Jr., J. Walter 
Thompson Company, price appeal in 
premiums; H. C. Miner, point- 


%c. Curran, Compton Advertising, 

the need for winning the support of 

the sales force in embarking on the 

premium path. 

- 7) Sam Thompson, sales manager, 
» packaged goods division of the Bor- 
B den Company, expressed the view- 
point that manufacturers should be 
) willing to offer advertisers special 

ies prices in order to test a 


premium’s pulling power. E. G. 
)Bentley, Brown & Williamson To- 
Whbacco Corporation, said that the in- 
Sterests of consumers are universal 

and that tests which click in one 

territory should succeed in others. 

Others on the program were I. I. 

Ginstling, Canada’s Pride Products 

Company; Simon Friedman, Pop- 

sicle Corporation; and Robert Bren- 


} value of magazines for this pur-_| 
pose: Kenneth Plumb, Federal Ad- | 


of-sale merchandising; and Henry | 


UNSELFISH PROMOTION TECHNIQUE 


tid 


Concentiate on 


these 5 Winter 
SALES LEADERS 


ek 


...and be Sure You Get Your Share of 
BRAKE SERVICE PROFITS 


No woxvee brake work is a leader in winter runditions 


thousands ef asthe. of vacation driving wear line 


on ations of cars. And winter's slaved road- onake 
vores of the nowd for carefully adjusted brakes 
This extra winter brake besasess will go te the chop that shows 
equipped to handle That is why the Ravbestos Brake Servse Me part 
wont Deal pase for tsell with the extra prot it draws 
luvestigute mom the surpricimats stall iavestavent that's mee ded iv 
we @ Brake Speciaher. Kversthing vou require for « 
busttossativaeting department is included on this deal 


MAVHESTOS DIVISEON, Ros tescordonhorran. J 


x seal 


4 


w Bridgepert, fone. 3 


BRAKE SERVICE 


Sarit e 


Raybestos-Manhattan, Inc., Bridgeport, Conn., makes only brake linings, but 
believes in impressing on the automotive trade the need for concentrating on 
several winter sales leaders. Wales Advertising Company, New York, is in charge 
of the campaign, scheduled for automotive dealer and jobber publications. 


ner, B. T. Babbitt, Inc. William L. | held in conjunction with the fourth 

Sweet, president of the association, annual Atlantic Coast Premium Ex- 

presided, with assistance from M. H. | position, in progress all week at the 

Richards, vice-president, Colgate- | Hotel Astor. About 130 exhibitors 

Palmolive-Peet Company. displayed the latest premium mer- 
The round table sessions were chandise. 


E e ‘ June quarter. For six months 
ended June 30, net loss was $891,- 
arnings oO 126, against net loss of $482,620, for 
| Ad ti Ie first half of 1937. 

ver 1S ers Brillo Mfg. Company 


Net profit for three months ended 


| June 30 amounted to $65,574, com- 

For six months ended June 30, | Pared with $50,148 for the corre- 
consolidated net profit amounted to | sponding period a year ago. For 
$1,018,995, compared with $1,750,272 | the first half of the year, net profit 
for the same period in 1937. Net | Was $125,736, against $112,487 for 
\sales aggregated $81,971,079, com- | the first half of 1937, a gain of 12 


McKesson & Robbins 


pared with $84,042,716 for the first 
‘half of 1937. 


‘New York Central 


Net loss for July amounted to 
| $2,088,109, against net income of 
| $253,505 for July, 1937. For seven 
|months ended July 31, net loss was 
| $19,636,506, compared with net in- 
‘come of $6,748,629 for the corre- 
| sponding period a year ago. 


Phillips Petroleum 


Net profit for the September 
first half of this year, profit amount- 
ed to $5,585,139, compared with 
| $12,679,080 for the like 1937 period. 


|G. Krueger Brewing Company 

| For six months ended July 31, net 
,loss was $72,960, compared with net 
profit of $191,906 for the first half 
of 1937. 


L. C. Smith & Corona 


| For the fiscal year ended June 30, 
|/net profit was $473,211, compared 
with $1,096,297 in the preceding 
‘year. Net sales aggregated $11,- 
|914,196, compared with $13,089,135 
|for 1937. 


Pepperell Mfg. Company 

Report shows net loss of $1,796,- 
169 for 12 months ended June 30, 
compared with net profit of $2,- 
104,116 in the preceding year. Net 
sales for the year ended June 30 
totaled $26,415,097, compared with 
$39,941,251 in the previous year. 


Graham-Paige Motors 


For the quarter ended June 30, 
net loss was $441,144, compared 
with net loss of $493,511 in the 1937 


quarter was $7,134,638. For the | 


| per cent. 


Western Union Telegraph 


| For seven months ended July 31, 
net loss was $1,848,941, compared 
with net profit of $2,204,898 for the 

| same period in 1937. 


W. L. Douglas Shoe 

For six months ended June 30, 
|operating loss was $120,579, com- 
pared with net profit of $72,701 
'for the first half of 1937. 


Seek Uniform State 
Food Legislation 


Asociated Grocery Manufacturers 
of America has approved the pro- 
posal advanced by Charles Wesley 
Dunn, general counsel, that the as- 
sociation assist in preparing state 
1egislation patterned after the new 
federal food, drug and cosmetic act. 

The need for uniformity in state 
laws was advanced as the reason 
|for the asociation’s participation. 


| 


Coupon Appeal in 
Political Campaign 
| A newspaper campaign launched 
| last week by Philadelphia Demo- 
|crats featured a coupon layout so- 
|liciting party funds. In return for 
| contributions, gold-plated lapel but- 
|tons were offered. The appeal de- 
clared: “We have no millionaire 
| backers.” 
P a alll 
Fearing Has New Post 
Benjamin H. Fearing, formerly 
|advertising manager of Hurley Ma- 
|chine Company, Chicago, and St. 
Petersburg Times, has been named 
(editor of Building Maintenance, 
Boston. 


The “Guffaw Club” was a popular WKRC “stunt 


broadcast.” From the stage of a local movie theatre, 


a contest for the loudest and most contagious guffaws 


was broadcast. Prizes were given, laughs were plenti- 


ful. All Cincinnati enjoyed another unique WKRC 


broadcast. Some people call it “showmanship.” We 


think it’s simply part of our 


daily job—operating 


Cincinnati's aggressive radio station. 


W p RC HW COLUMBIA'S STATION FOR CINCINNATI 


550 Kilocycles. Owned and operated by CoLUMBIA BROADCASTING 


SysteM. Represented by Rapio Sates: New York + Chicago 


Detroit + Milwaukee * Charlotte, N.C. + Los Angeles * San Francisco 
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ADVERTISING AGE 


Roscoe Barrett 


Roscoe Barrett, 
WOR Executive, 
Loses Long Fight 


Chicago, Sept. 14.—Roscoe J. 
(Bob) Barrett, youthful pioneer in 
radio, and Chicago manager for 
Station WOR, New York, died in 
Michael Reese hospital here today 


as the result of an operation Aug. 
22 and resulting complications. 


Mr. Barrett, who was only 34 
years old, underwent a_ mastoid 
operation Aug. 22. A type of 


meningitis known as No. 3 devel- 
oped shortly after. Though this was 
equivalent to a death sentence, 
since only one case of recovery is | 
on record, Mr. Barrett fought vali- 
antly until last night, when doctors 
abandoned hope. 

Mr. Barrett joined WOR early 
in 1937 when that station changed 
from the commission representative 
to a branch office basis in the na- 


tional advertising field. Prior to 
that, he spent three years with 
Blackett - Sample - Hummert, _Inc., 


Chicago, as radio buyer. With serv- 
ice with National Broadcasting 
Company to his record, Mr. Barrett 
proved a shrewd user of money for 
clients of Blackett-Sample-Hum- 
mert, and his ability in appraising 


the relative values available con- 
tributed greatly to the agency’s 
growing reputation in the radio 


field. He invested $8,000,000 in ra- 
dio time. 

Mr. Barrett is survived by a 
widow and three children 


Gates, Publisher of 


“Burlington Press,” Dies 

Burlington, Vt., Sept. 13.—Walter 
B. Gates, publisher of the Burling- 
ton Daily Free Press, died here last 
week after being stricken with a 
cerebral hemorrhage. He was 77 
years of age. 

At the time of his death, he was 
president of the Free Press Printing 
Company, Free Press Interstate 
Printing Company and Free Press | 
Association. He leaves a son and | 
daughter. 


Edward Kollock Dead 


Boston, Sept. 13. Edward D 
Kollock, 68, head of the agency of | 
that name, died at the New Eng- | 
land Deaconess Hospital Sunday. 
He was a veteran in Boston agency 
circles, having headed his own 
agency for 40 years. 


| 
| 
| 
| 


Koehler Passes 

Milwaukee, Sept. 13.—James E 
Koehler, 51, an associate of Dynamo 
Advertising Corporation, died here 
last week He had been engaged 
in advertising since 1920. 


Hartley Dead 


Rocky Mount, N. C., Sept. 13 
Thomas A. Hartley, Jr., circulation 
manager of the Evening Telegram, 
was found dead at his home last 
week from a bullet wound. Born 
in Winston Salem, he had worked 
with newspapers there as well as 
in Washington, D. C., and Roches- 
ter, N. Y., before coming here 


Croydon Gets Moss 


Moss Mfg. Company, Brooklyn, 
N. Y., ice cream cabinets and re- 
placement parts, has appointed 
Croydon Advertising Agency, New 
York, to handle its account. Walter 
L. Friedman is account executive. 


Nichols Changes Post 


Thaddeus Nichols has been ap- 
pointed promotion manager of the 
Boston Evening Transcript. He 
was formerly vice-president of 
Harold Cabot & Co., Boston agency. 


Joins Jam Handy 


George Wm. Long, formerly with 
Western Electric Company, New 
York, has joined the editorial staff 
of Jam Handy Picture Service, 
Detroit. 


Legislative Trend 
Highlights Novelty 
Makers’ Conclave 


Chicago, Sept. 15.—The rising 
wave of legislation which aims to 
| bar the use of advertising novelties 
|in a wide variety of businesses was 
‘named today as one of the major 
problems facing members of the 
Advertising Specialty National As- 
sociation who concluded a _ three- 
day conclave here yesterday. 
| Also held important to the nov- 
lity makers, according to Russell 
M. Searle, secretary of the associa- 
tion, is the possible effects of wage- 
|} hour bill. 


RECENTLY ADDED 
SERVICES 


e 0 sale £ 
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dailies Saal 


| other 


|ger Corporation, 
' Frank A. Geiger, president of Gei- 


Mr. Searle said that there was 
little prospect of a decrease in state 
legislation affecting the use of ad- 


vertising novelties. Of 30 projected | 


laws of this type, however, the as- 
sociation has successfully presented 
its views to the legislators in all but 
two instances. 


Officers Re-elected 


George E. Wood, vice-president 
of the Thomas D. Murphy Com- 
pany, was re-elected president of 
the association, as were all the 
officers. These are H. M. 
Messenger, resident of the Messen- 
vice - president; 


ger Bros., treasurer, and Mr. Searle, 
secretary. 


MORNING 
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Los Angeles Agency 
Names Personnel 


Following a reorganization, p, 
| cific Market Builders, Los Angel 
/agency, has named Fred G. Swan 
to continue as president. A. J. Cy, 
nelson is vice-president and trea 
/urer, and Harrison M. Dunha» 
secretary. 

Other staff members include |, 
Cooley and John B. Kiefer, rag; 
Edwin S. Church, production; [, 
S. Woodruff, merchandising, ay, 
Dorothy Richards, advertising ma), 
ager. Earl D. Morton has joins 
the agency as account executive 


Scott Appointed 

Editor & Publisher, New Yor 
| has appointed Duncan A. Scott | 
Co. as Pacific Coast representatiy—= 


GREATLY © 


SPOKANE, 


Combined Circulation OVER 110,000 


Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Boston—Los Angeles—Sa" 
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_ that two cakes of Fleischmann’s 

N w Yeast Marks | yeast will now supply seven times 
’ |more vitamin A than 96 ge 

i m s /three times as much vitamin , an 
leisch _— adequate amount of vitamin D and 


Oth Anniversary an exceptionally rich supply of 


, vitamin G. 

New York, Sept. 15.—A new high | Announcement of the new yeast 

jtamin yeast was introduced this ‘coincides with the 70th anniversary 

by Standard Brands, Inc., o- ‘of the founding of the yeast indus- 
campaign geo ae a ‘try by Charles Fleischmann. 

swspapers O ~ 

Sad Radio will also be used in 


he promotion, with J. Walter Dukees to Roland 
—_ a ee ee vad, Dukeline Products, Inc., New 
—. , /York, maker of Dukees, a cheese- 
High vitamin yuan = portrayed | covered popcorn confection, has 
s the product of recent Scien, | appointed Roland Advertising Com- 
Bi scoveries, designed to meet the | 


yecn 


pany, New York, to handle its ac- 


Biomand for a vitamin food to en-' count. 
ich the average diet. 


Newspapers and business 


Copy asserts papers will be used. 


average Ot s. 
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“ “ss 900,000 
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gust 
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Ingersoll Account to 
Badger & Browning 


The Ingersoll-Waterbury Com- 
pany, Waterbury, Conn., has ap- 
pointed Badger & Browning, Bos- 


ton, to direct advertising of its 
watches, clocks and new electric 
shaver. 


E. B. Foskett, Boston, and R. W. 
Hersey, New York, are account ex- 
ecutives. 


New Stetson Hat 


John B. Stetson Company, Phila- 
delphia, has introduced a complete 
new line of men’s hats to sell at $5. 
Three national — and met- 
, itan New ork newspapers 
woh be used. Kenyon & Eckhardt, 
New York, is in charge. 


’ NET PAID i” Last 12 Months 


Associated Weekl 
an Franeciseo—COLOR REPRESENTATIVES—Sunday Spokesman-Review Magazine and Comic Sections— t y Dag megg ng A 
| Mn eee paper and outdoor campaign. 


aa 


ae 


David Mayer, formerly assistant 
advertising manager of Doughnut 
Corporation of America, New York, 
has been appointed advertising 
manager of Honor Brands Frosted 
Foods Corporation, New York, ef- 
fective Sept. 19. 


Collins Opens Offices 


David Collins Advertising Serv- 
ice has been organized by David 
Collins at 11 W. 42nd street, New 
York. and 1847 Mott avenue, Far 
Rockaway, N. Y. 


Mathes Adds Cleveland 


Horace Cleveland has_ joined 
J. M. Mathes, Inc., New York, as 
head of the textile division. 


Mayer to Honor rend gy 1,261,763 in 


Newspapers Sears’ 


1937 Record 


St. Louis, Sept. 15.—An all-time 
peak in employment of newspaper 
advertising was reached by Sears, 
Roebuck & Co. in 1937, according to 
an analysis made in anticipation of 
the 52nd anniversary celebration, 
R. J. Milne, Sears St. Louis mana- 
ger, announced here today. 

Sears used 81,369,554 lines of ad- 
vertising in 880 newspapers in 47 
states and the District of Columbia 
in 1937. It paid these newspapers 
$11,261,763, an increase of $712,886, 
or 6.75 per cent, over the 1936 ex- 
penditure in newspapers, which in 
turn had established a new high. 


Bulk of Appropriation 


The investment in newspaper 
space represents 97.33 per cent of 
the company’s retail appropriation. 
The other 2.67 per cent was divided 
between circulars, 1.78 per cent, 
and radio, 0.89 per cent. 
Advertising in Missouri newspa- 
pers gained more than the average. 
Sears spent $381,325 in Missouri 
dailies in 1937, a gain of 15 per cent 
over 1936. Linage used in Missouri 
was 1,189,834. ‘ 


“McCall's” Menus 
Given to Women 


By Super-Markets 


New York, Sept. 15.—More than 
730 self-service food markets doing 
an annual business of $149,800,000 
are currently distributing to their 
customers extracts from the food 
and household management section 
,of McCall’s, Don Parsons, promo- 
tion manager, reported today. 

The magazine furnishes mats 
and the markets print the material 
at their own expense. Monthly 
distribution of the menus was esti- 
mated at 1,763,500. Featured in 
each issue of the “meal planner” 
are ten or more products carried 
by the store and advertised in the 
magazine. 


17th NIAA Chapter 
Formed in Montreal 


Application of Technical Adver- 
tisers Association, Montreal, for a 
charter in the National Industrial 
Advertisers Association was ac- 
|cepted last week, Chicago head- 
|quarters announced. The associa- 
| tion now has 17 chapters. 
| H. S. Van Scoyoc, advertising 
manager, Canada Cement Com- 
|pany, is president of the Montreal 
|organization. F. A. McLean, pub- 
| licity manager, Canadian Ingersoll- 
Rand Company, Ltd., is vice-presi- 
jdent; A. P. Darcel, his assistant, 
| secretary, and Thomas Hart, assist- 
,;ant general manager, Jeffrey Man- 
ufacturing Company, treasurer. 


Fay-Miss Brassiere 
Plans Fall Campaign 

With its advertising appropriation 
increased over last year, Fay-Miss 
Brassiere Company, New York, will 
launch a fall campaign in metro- 
| politan newspapers and magazines 
this month. Business papers, direct 
mail and dealer helps will also be 
used. 

Magazine advertising will start in 
the October issues of Harper’s Ba- 
zaar, Life and Vogue. Lester 
Harrison Associates, New York, is 
in charge. 


North Shore Line 
Abandons Advertising 


The North Shore Line, operating 
between Chicago and Milwaukee, 
and suspended because of a strike 
of trainmen, has discharged its en- 
tire advertising and publicity de- 
partment. 

The North Shore Line operates 
on tracks of the Chicago Rapid 
Transit Company in Chicago. North 
of Chicago, it is confronted with 
demands for a $100,000,000 recon- 
struction program to eliminate 
grade crossings. 


Account to Scheibner 


Hugo Scheibner Advertising Com- 
pany, Los Angeles, has been ap- 
pointed to handle the advertising of 
Western Exterminator Company for 
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. 
Restraint Spells 
Success for flector system through optically 
correct ground and polished white 
4 ba ass lens. é yer bez 
Trippe Auto Light Sci sucbis sist? 26" ines 


above the ground. Thus the Trippe | 
beam, hugging the ground, gets un- | 


September 19, 93 
M. M. Roberts 
Chosen for Nash 
M erchandising Pog 


Detroit, Sept. 13.—Morris y 
Roberts, for the past five years sale. 
promotion manager of Hudson Motp, 
Car Company, has been appointe 


— 


much slower than his English 


fin eacorhe mn Getting Personal 
eemaieamminemeen 


The Trippe safety lamp throws | 
dual light beams from a double re- 


Gerard Swope, pres., General Electric Company, was a recent 
guest of Franklin D. Roosevelt on a cruise in the presidential yacht... 
Henry Ford 2d, son of Edsel Ford, the motor magnate, followed his 
father back home after the pair had toured Europe together. . . Wilson 
Dalton, R. J. Reynolds Tobacco Company executive, is taking his 
vacation overseas. . . 


spel at Bill Enright, who handles the advertising column for the New retail merchap. 

Manufacturer Frowns - fog, and ary ig gel or York Times, has wanted a son ever since a daughter arrived six years oe a 

' is may account for »pular- 5 — tgs: os Oo ash } . 

on Scare’ Copy for ity of the light in England, where TOWARD WAR ZONE hy wan a potty cw Division, Nase 

Safety Beam — are oe order of the day, rather and Bill is back at his old job esi Cor. 
oS Sas of getting up in the middle of poration. 

Chicago, Sept. 15.—The conserv- Problem of Distribution the night to attend to offspring Mr. Rober, 


ative copy now appearing in maga- 
zines in behalf of the Trippe safety .tuggie with the distributive sys- 
light for motorists represents heroic tem. Because of the comparatively 
restraint, since the Trippe Sales high price, $35 a pair, manufac- 
Company believes that if employ- turers of automobiles have never 
ment of its optical device were | u:eq the Trippe light as standard 
made mandatory, night driving ac- equipment. The producer says that 
cidents would be virtually et |... large amount of hand work 
nated. — /necessary in securing the correct 

Despite this enthusiasm for the) fous makes application by mass 


product, the company contents it- production methods impossible. 
self in current copy with an exposi- manufacturers have 


: , “| Some car 
tion couched in the most moderate | ¢owned on handling of the Trippe 
terms. The advertisement is ad- 


\light by their dealers, and the situ- 
dressed “To motorists meeting is Ape — 


. : © ation is so complex that the Fed- 
Trippe Safety lights on the road,” | ea) Trade Commission has been 
and advises that “you can tell them 


studying it for some time. 
coming at you by the tremendous —. 


will devote ji 
attention to the 
sales problem 
of dealers anf 
distributors 
From 1916 
1920 he was as. 
sistant Sales 
manager fy 
| Buick in the Chicago area, following 
of selecting Miss America 1938... which he spent five years as adver. 
Robert M. Dowling, a. ™., 'tising manager for Sheridan Moto; |7 
Sanforizing division, Cluett, Pea- | Company, a General Motors unit 
body & Co., returns to his office |in Muncie, Ind. He was also assis. 
Sept. 19 after a week in Atlanta. |tant advertising manager of Olds. 
_. Hughart Rea Laughlin, of the |™0Pile from 1926 to 1931. Until he 
Pittsburgh steel family and asst. perso ee ages in 1934 he did held § 
At present, many car dealers do mgr., N. Y. sales office, Jones & i oo ee Soe Creer ee aeeD 
flat beam of light giving daylight ‘handle the Trippe lamps, while sev- Laughlin Steel Corporation, is | , 
to the road substantially beyond eral tire companies have also honeymooning on a Bermuda cruise... Reinhold Statf Changes 
headlights—but without a bit _of opened their distribution systems to Henry T. Ewald, pres., Cambell-Ewald Company, is serving on a | Frank J. Enright has __ joined 
glare in your eyes.” The campaign |it While distribution is national,| committee to raise money for a Detroit mission. .. Wm. J. Conners | Reinhold Publishing Corporation| 
is appearing in Popular Mechanics | the company is pounding away at| Jr. publisher, Buffalo Courier-Express, is on the aeronautics com- as Cleveland district manager oj) 
and Time. dealers with a strong business paper | mittee of the Buffalo Chamber of Commerce. . . Wm. E. Scripps, pres., Metals and Alloys, succeeding} 
The scare touch is limited to two campaign to strengthen this phase| Detroit News, is one of a group endeavoring to bring the Olympic | Roger Patterson, who has been § 
small illustrations explaining that | of jts operations. Many new fields| Games to Detroit. . . — a ee ” a 
“night accidents are generally | a+ also being invaded, bowling al- When Frank Connolly, merchandising mgr., Oakite Products, Inc., thee a a 
caused by ‘overdriving your head-| ley, being especially ardent advo-, tosses a party for his salesmen and the press, those lucky enough to | ' — 2 
lights’” and “With night-time acci-| .ctes of the Trippe light. be invited are sure of something novel. At the recent fall gathering, Ellis N Kirch 
dents up 37 per cent while daytime | he jatest aid to marketing is| Frank was decked out in a Robin Hood disguise, but his bubbling and | ames Archer . 
accidents have dropped 12 per cent, | employment of the demonstration| infectious enthusiasm couldn’t be curbed even by such a get-up, | George D. Ellis & Sons, Phila-§ 
motorists everywhere instantly rec- | jqe, many car dealers and im-| Account executive Harold Schmeck, of Calkins & Holden, was on delphia, metal stampings and spe-7 
ognize the Trippe light as the most | portant service stations having been| hand, snapping pictures right and left. Jerry Griffin, space buyer for | cialties, has named Albert Kircher § 
ves safety covelopment of our | drilled in this service. R. R. Cook| the agency, also took in the affair. . . : beng eg gt Trl 
time.” lis advertising manager. The ac- H. Gregory Thomas, director, board of standards, Toilet Goods | j, account executive. a 
Sixteen Years Old ‘count is handled by Aitkin-Kynett| Assn., will explain the new federal food, drug, and cosmetic act over 
Graham Trippe developed the |Company, Philadelphia. New York’s municipal station, WNYC, on Oct. 17. .. Agency men to 
light which bears his name in 1922. | ann lecture on radio at Columbia U. this winter include Arthur Prior, 7 i 
The lamp was first marketed in : Jr., v. p., BBDO, and Clarence Goshorn, v. p., Benton & Bowles. Net- Robert J. Herts has resigned a: 
1930, eg substantial progress was roe . ee sites teat work officials on the schedule are Paul Keston, v. p., CBS, Prof. Lewis | ae and Rage pd “= ag 
not made until several years later | uaa “aa dene “a Titterton, mgr., NBC script division, and Frank Stanton, CBS market Seats Magy ‘a Ry te . 
in spite of considerable advertising. | Street & Smith Publications, New | "eseareh_chief. . . i _e _ | York office of Al Paul Lefton Com- 
The American motorist has been | York. : A. C. Ebbesen, merchandising mgr., William Jameson & Co., dis- 


a * . pany, Philadelphia. 
; - tiller, has just returned from a trip which started with the Gaspe — —— 
: a 


number two, which turned out 
to be girl number two as well... 


Chester H. McCall, head of 


his own N. Y. agency. can attest 
to the pulchritude of the Amer- 
ican girl. He got an eyeful at 
Atlantic City recently when he 
served on the board of judges 
entrusted with the enviable task 


Trippe has also had a difficult 


M. VM. Roberts 


William O'Neill, president, General Tire 
& Rubber Company, with Mrs. O'Neill, 
pose in their cabin aboard the Norman- 
die as they embark for a six-week tour 
of half a dozen European countries. 


Herts Salen | Lefton 


Peninsula as an objective and 
wound up with Bermuda as the 


terminus. Being a new and ar- 
dent camera fan, he brought 
| back hundreds of color 


Eckart Expands 


Charles Eckart Company, Loy 


PLOT LIFE COURSE 


| Angeles, nas moved to larger quar- 
ters at 1709 W. 8th street, and has 
added Lawrence H. Wood to thef 
staff. 


shots. 
Among those he encountered in 
his travels was Lajaren a Hiller, 


| 


THE NEW 


Contains 3,600 


Pages of to Answer the W. Alvin Schaffner, travel- 

. ing field representative of H. N. 

invaluable Question Elterich, Inc., export agency, set 
Information 


sora] 1938-39 EDITION 


oem FIVE Useful Sections 


“Where to Buy” 


Accurate, up-to-date buying information is now available to you in 


this complete directory. Just off the press and ready for distribution. 


Each Section Has Had Careful and Conscientious Revision 


. Address and Local Distributors Section: 


Listing over 45,000 U. S. Manufacturers with 
their address, invested capital rating and for a 
large number of companies their branch plants 
and offices. 


. Index to Classification Numbers: 


A direct alphabetical quide to all items in the 
classified material section regardless of terms 
applied to them 


. Classified Material Section: 


Over 2500 pages covering ali products from 
“Abrasives’’ to ‘‘Zonolite’’ with a comprehensive 
list of manufacturers under each of the 40.000 
headings contained in this section 


. Trade Facilities Section: 


Listing all cities of 1,000 or more population 
together with each city’s leading commercial 
body. bank and principal warehouses. 


. Trade Name Section: 


More than 40,000 names of industrial products 
are listed in this section to enable you to iden 
tify the manufacturer when only the trade name 
is known 


MacRae’s Blue Book Company is 
proud to offer you its 46th annual 
edition and in doing so again fulfills 
their promise to give you the most 
complete and accurate purchasing 


reference directory available. The | 


publishers of MacRae’s Blue Book 
have never been connected or affili- 
ated with any other publication. 


This directory because of the service 


rendered to your buying and speci- 
fying officers throughout the year is 
an addition to your office reference 
library that will prove to be of far 
greater value than the expenditure 
of $10.00 for its purchase. 


Secure this buying guide at once. 


Just sign and mail the special cou- 
below. 


We will welcome you at Booth 2iI—N. |. A. A. Convention. Let us tell you 
about our circulation of 14,000 or more copies—40% greater than any 


similar publication. 


SPECIAL $10 OFFER COUPON—SECURE THIS BUYING GUIDE 


lll ee nn 


v. p., Underwood & Underwood, 
and topnotch photographer, en- 
route home from a South Amer- 
ican expedition. . . , 


sail for ten months’ travels 
through Europe, the Near East, 
and Turkey. Two _ important 
stops will permit him to take in 
Leipzig and Milan Fairs. . . Mur- 
ray Carpenter, radio time buyer, 
Compton Advertising, is vaca- 
tioning at Marborough on the 
Hudson. Gordon Aymar, Comp- 
ton art director, has returned 
from a two-week cruise. . . 

John Ranson, Eastern a. m., 
American Magazine, was best 
man at his son Charles’ recent 
wedding in Saugatuck, Mich. . . 
Robt. McBratney, Jr., v. p., Rob- 
ert McBratney Company, linen 
firm, has been appointed chair- 
man of the public speaking course 
sponsored by the N. Y. Ad 
Club. 

With the appointment of Eugene M. Zuber as Western manager of 
National Outdoor Advertising Bureau, H. F. Gilhofer, vice-president, 
will relinquish some of his traveling duties, and spend more time in 
the Chicago office. . . 

A. G. Ensrud, of the media department of J. Walter Thompson 
Company, was decorated with a past commander's medal as Chicago 
Post 170 resumed meetings Sept. 12. All of the members of the 
post became grandfathers overnight, it seems, when Alice Blue, 
“daughter of the regiment,” took time out from her radio duties to 
present her husband with a child. . . Ted Sullivan, of the Chicago 
Evening American, is receiving congratulations on the presence of 
mind manifested during his vacation. Just as he was preparing to 
drive across a bridge spanning a Wyoming river, the structure col- 
lapsed. Mr. Sullivan immediately decided to use other means of 


Honor Gregory, head of the Cleveland 
agency that bears her name, sails on a 
honeymoon trip with H. Bromley House, 
who happens to be director of the 


agency's motion picture department. 
The newlyweds are shown en route to 
Mackinac Island. 


Now DESIGNS that 
TELL and SELL! 


T & T creations do this because they are the 
work of top-flight designers who know the” 
unusual possibilities of foil. They are com 
pétent to grasp your sales appeal and mold 
it into striking, sales-inducing foil creations 
See these T & T designs in fo! 
that tell and sell for labels, nome 
}) plates, window stickers, fancy 
wrappers, signs, display cores 


and advertising specialties 


(The TABLET & TICKET CO. 


1015 W. ADAMS S&T. cwicace 


. e wEw TORK Sam FRamcisce 
F 2cRAE'S BLUE BOOK CO., 18 E. Huron St, Chicage ae as MAIL THIS COUPON TODAY— 
2 Please ser 1 one copy ol he Ey heck { $9.00 for wh John Shepard Ill, head of the Yankee Network, is a member of Mail this coupon for somples ond prices 
eg UI C send Be 19 M the board of trustees of Suffolk University Law school. - Bill McDon- NAME — 
se ald, New England advertising director of Time, is building himself FIRM —— 
tps Firm Name ‘ity and State a “dream house” in Weston. . . Alan Taylor, Schenectady Ad Club ADORESS — 
Street Address ices iia president and member of the WGY sales staff, spent his vacation at city —_————_ State. a 
ee the Long Island home of Thornton Fisher, sports cartoonist. . . ——-----1. —— 
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Three Cheers’ ff 


ne . 


OFFICES: NEW YORK , CHICAGO « SAN FRANCISCO + LOS ANGELES 


me ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 12 LEADING SUNDAY NEWSPAPERS ‘ 

ma SAN FRANCISCO CHRONICLE OAKLAND TRIBUNE SACRAMENTO UNION LOS ANGELES TIMES LONG BEACH PRESS TELEGRAM SAN DIEGO UNION $i 
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‘Salute to States’ 
Theme of Biggest 
Seagram Campaign 


Geographical, Histori- 
cal Facts Make Color- 
ful Copy 


New York, Sept. 13. 
promotional effort ever attempted 
by Seagram-Distillers Corporation 
will be launched this week when a 
campaign for Crown whiskies gets 
under way with four-color, double- 
truck advertisements in six na- 
tional magazines, to be followed by 
full pages, monthly, in a list of ten 
publications. At the same time, 
Seagram’s V. O. brand will be fea- 
tured in an entirely separate cam- 
paign in eight magazines. 

Crown advertising will constitute 
a “salute to the states.” Following 
initial spreads in Collier’s, Esquire, 
Liberty, Life, The New Yorker, 
and Time, each state will be saluted 
in individual advertisements, fea- 
turing typical scenes and present- 
ing interesting historical data. Four 


The largest 


Metropolitan Boston is only half the customer: a 
and half the dollars of the “All Boston” market. 


The other half is the 


ARTISTIC TOUCH LENDS GLAMOR 


| = f 


Canadas ied Canadas Finest 


ot Masdegprare af 


VO. & 

“f f 

SNADIAN F, ~ f— 
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Seagram Distillers spreads the quality appeal of its V. O. line by employing this 
art gallery effect in current displays. The reproduction is from an old oil and 
the "masterpiece" theme is tied in closely with the product. 


different states will be covered volve a_ consistent schedule in 
each month. The list also includes} newspapers, although the list has 
American Legion, Cosmopolitan,| not yet been completed. 

Elks Magazine, and Redbook. Point-of-sale material prepared 
for the campaign will consist of an 
| 11-color story map window display, 
The Crown program will also in-' localized for each state, with flasher 


To Use Newspapers 


“Outside Boston” market. 


Only one Boston station sells both markets simul- 


taneously, and at one 


ry’ . TO 
cost. That's WEEL. 


So bring your pigs or pianos or percales or any- 


thing else to WEEL. say a few well-chosen words 


over the WEEI microphones. and you sell two 


markets instead of one. Just like that. 


Advertisers prefer WEEL for its 32-county cover- 


age of the real (the two-in-one) Boston market 


the biggest and richest selling area delivered 


by any station in the city of Boston. 


WEETI- 


BOSTON 


Key Station of the Columbia New England Network. 


Represented 


nationally 


RADIO SALES. 


by 


| 


| terday by Mason Britton, chairman 


| 


| tising sells goods so effectively that 
| it is the cheapest way to sell them. 


| double-truck, full color spread, fea- 


| Inc., 


isales force 


bulbs illuminating the state in 
which the display is exhibited. 
For its Canadian V. O. whisky, 
Seagram has planned a series of 
advertisements on famous Cana- 
dian seenes, outstanding historical 
events and personalities. The first 
insertion will appear in the latter 
part of September, and will be a 


| 


turing the Canadian House of 
Parliament. The V. O. copy will 
run in American Magazine, Col- 


lier’s, Cosmopolitan, Esquire, Life, 
The New Yorker, Redbook, and | 
Time. 
Pictures to be used in the V. O.' 
series were taken from an old| 
series of volumes, discovered in| 
Montreal, titled “Chronicles of | 
Canada.” The original paintings, | 
authentic in detail, were _ too} 
cracked and faded for reproduction, 
so a contemporary artist was en- 
gaged to make duplicates from 
which the advertising and display 
illustrations were made. 


| the 


Holds Advertising | 
Is Key to Welfare 
of Industry 


Peoria, Ill., Sept. 13.—Continued 
market expansion by industry, 
calling for enlarged output and 
consequent improvement in busi- 
ness conditions, is a development 
which depends more than most 
people realize upon the success of 
advertising. This assertion high- 
lighted an address given here yes- 


of the board of the Advertising 
Federation of America and vice- 
chairman of the board, McGraw- 
Hill Publishing Company, to the 
Peoria Advertising and_ Selling 
Club. 

Mr. Britton pictured advertising 
as the key to industrial progress, 
citing its use as one of the most 
important factors in distributing 
the ever-increasing volume of goods 
produced by industry. Without 
advertising, he commented, this 
mass distribution would be impos- 
sible. 

He took issue with those who 
endeavor to persuade the consumer 
that advertising is responsible for 
allegedly higher prices paid on 
products. 

“Everybody knows that advertis- 
ing costs money,” he said, “and 
that it is used to help sell goods. 
Less known is the fact that adver- 


“Many fallacies have been cir- 
culated. Most common of them is 
the notion that the amount spent 
for advertising must ultimately be 
deducted from the consumer’s pur- 
chasing power. In the vast major- 


ity of cases advertising represents | 


only a microscopic amount in rela- 
tion to the selling price.” 
Total expenditures for 


all ad- 


| vertising in this country amount to 
less than 2 per cent of the value of | 


all goods sold, Mr. Britton said. 
With the cost of distribution esti- 
mated at 28 per cent, advertising 
therefore is responsible for but one- 
fourteenth of the whole cost of dis- 
tribution. 


Cobb, Thomas Join 


United Films 


Heath Cobb, formerly sales man- | 


ager of Raphael Wolff, Hollywood | 
joined United | 


film producer, has 
Films, Inc., San Francisco, as vice- 
president in charge of Eastern sales. 
He will be located in Chicago. 
Bruce Thomas has resigned as 
executive manager of California 
State Employes Association to be- | 


come vice-president in charge of 
sales and advertising for United 
Films. 


Merge CBS Sales Forces 


Following the resignation of J. K. 
Craig as manager of Radio Sales, 
San Francisco, Columbia 
Broadcasting System has _ consoli- 
dated that office with its network 
in San Francisco, with 


| Henry M. Jackson as sales manager. 


Radio Sales, Inc., represents sta- 
tions owned and operated by the 
network 


To Gale & Pietsch 


Gale & Pietsch, Chicago, has been 
appointed to handle the advertising 
of Dearborn Products, Chicago. 


—— 


Million Dollar 
Diamond Campaign 
Up to Syndicate 


U. S. Jewelers Await 

Action by British Con- 

trolling Group 
Chicago, Sept. 13.—The 


syndicate which controls 
cent of the world output 


English 
98 per 
of dia- 


|monds in the rough is now the key 


to the proposed $1,000,000 adver- 
tising campaign for diamonds in 
this country, William Gibson, Chi- 
cago, president of the National As- 
sociation of Credit Jewelers, an- 
nounced at the opening session of 
12th annual convention here 
today. 

Diamond brokers of this country 
originally planned to finance the 
campaign, designed to stimulate 


|lagging demand by emphasizing 


the prestige of ownership, the 
beauty and value of diamonds, and 
their supremacy through the ages 
as the most desired of all precious 
stones. Though diamond importers 
of both New York and Chicago, 
the leading centers of the industry 
in this country, expressed approval 
of the campaign, the difficulty of 
collecting the money through this 
channel led the proponents of the 
plan to the source of supply. 


’ English in Command 


The present plan is to add 1 per 
cent to invoices to importers in the 
United States. This will make the 
English syndicate the collector of 
the advertising fund and also give 
it control of many of the de- 
tails, such as choice of media. The 
retail jewelers express a_ prefer- 
ence for radio, but feel that either 
magazines or newspapers will be 
the choice of the English diamond 
moguls, who will also be in a posi- 
tion to dictate selection of an 
agency. 

The syndicate will be asked to 
send one or more executives to 
this country in the near future to 
discuss details of the campaign, or 
to invite representatives of the in- 
dustry in the United States to come 
to London for a conference. 

A booklet has already been writ- 
ten and a small edition printed for 
use in the campaign. It gives a 
thumbnail history of the shining 
stones, coveted by women through 
all the ages, and of the part they 
have played in shaping the history 
of the world. 
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AS NM | 
WHEN BUSINESS LAGS, 
SPEED UP SALES 
wn BEMIS BAGS! 


4— 4-4 4-4 4 _ 4 _,_p 


\ 


] BEMIS MAILING BAGS for SAMPLING, with either 
address tab or attached envelope to carry letter 


2 OPEN MESH DISPLAY BAG to show product inside 
to add color and zip. 


SMALL CLOTH BAGS in any color and any desig” 
for everything from both salts to candy 


Send for somples, stating the nature of your product 


| BEMIS BRO. BAG CO. 


$112 SECOND AVE. BROOKLYN, N. Y- 
428 POPLAR ST $T. LOUIS, MO 


Name 
Address 
Product 
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Mutual Insurance 
Advertisers Set for 
Syracuse Meeting 


sll & Howell Steps 
Up Effort in 
Fducational Field 


New Dealer Force to 


insurance advertising in magazines, 
insurance advertising budgets and 
direct mail insurance advertising 
are major subjects scheduled for 
the four-day Mutual Insurance Ad- 

vertising-Sales Conference and Ex- 
Concentrate = School hibit to be held here Oct. 3-6, the 
Market | program, released today, shows. 

| N. C. Flanagin, manager of the 

Chicago, Sept. 15..—Bell & How-j|business extension department, 
|| Company, maker of motion pic- | Lumbermens Mutual Casualty Com- 
ture cameras and equipment, today | pany, Chicago, will have as his sub- 
jisclosed that it had substantially | ject, ‘“‘Has Magazine Advertising by 
nereased its plans for cultivation of 
the educational field through an = 
expanded magazine and direct mail 
campaign scheduled to begin in 
ictober. 

This campaign will follow organ- 
zation of a new and separate force 
of dealers who will contact the edu- 
cational field exclusively, in con- 
trast to the regular dealers selling 
to the general trade. Company 
spokesmen termed the drive a cul- 
mination of four years of con- 
stantly increasing effort. 

Bell & Howell’s regular dealer 
force previously numbered 1,400. 
Seventy-five of this number plus 
fifty new dealers have been organ- 
ized to create 125 outlets devoted 
solely to coverage of the broaden- 
ing educational market. National 
coverage will be obtained through 
this force. 

Magazine copy is scheduled for 
: list of 14 publications going to 
school superintendents, school prin- 
cipals and other executives who 
control such purchases. The Bud- 
get for the magazine copy repre- 
sents an approximate 33 per cent 
increase over last year’s campaign. 
Varying sizes of insertions are 
scheduled, with full page copy pre- 
dominating during the heavy sea- 
sons. These are October and No- 
vember and February and March. 

Backing up this phase of the 
campaign is a heavily stepped up 
program for direct mail advertising. 
Dealers in the educational field will 
work with the home office in de- 
veloping mailing lists, prospects and 
the like. 


New Booklet Offered 


Figuring prominently in the di- 
rect mail drive will be a new 40- 
page booklet titled, “New Hori- 
zons,” which will completely cover 
all details of the Bell & Howell 
equipment available in the visual 
education field. This booklet is to 
be offered in all magazine copy. 

Lower prices and an enlarged 
Fiimosound library of available 
pictures are also expected to pro- 
vide considerable stimulus to the 
educational market campaign. The 
Filmosound library includes a wide 
variety of pictures classed either as 
entertainment or educational which 
have been produced by many ma- 
or studios. 

It does not include any commer- 
cally sponsored films. Encouraging 
of the latter, however, is the 
ompany’s willingness to supply 

information as is available on 
ous types of sponsored films 
whenever possible, to refer the 
juirer to the company actually 
oducing the film. 

Also emphasized in the campaign 

\l be Bell & Howell’s “Four-Point 
Purchase Plan.” This provides for | 


Ut 


; 
of the equipment on a straight | 


basis, on credit financed either 

e Commercial Credit Company 
Bell & Howell, or through rental 
on equipment loaned 
may be applied against the 
price. 
. Hurst & McDonald is the 
in charge. 


nts 


se 


lohnson Rejoins Hoof 
‘Ilcr an absence of seven years, 
Johnson has rejoined Hoof 
‘ucts Company, Chicago, maker 
“ool Cantilever automobile gov- | 
as advertising manager. 


Gets Hall Printing 
‘. F. Hall Printing Company, 
5°, has appointed Morris- 
enKe r-Roth, Chicago, as adver- 
gency. 


| 


| 


NATIONAL 
BROADCASTING 
COMPANY 


A Service of the 
Radio Corporation of America 


Insurance Companies Been Success- 
ful—How Can You Tell?” Mrs. 
Marguerite Auberle, advertising di- 
rector, Michigan Mutual Liability 


Company, Detroit, will discuss “The 


Advertising Budget and What 


Syracuse, Sept. 15.—Analyses of | Should Go In It,” while Carl S. 


Crummett, advertising manager of 
the American Mutual Liability In- 


/surance Company, Boston, will of- 


fer “Case Histories of Successful 
Direct Mail Campaigns.” 

Others on the program include 
W. C. Sampson, vice-president and 
general sales manager, Employers’ 
Mutuals, Wausau, Wis.; Bennett L. 
Moore, vice-president of Liberty 
Mutual Insurance Company, Bos- 
ton, and, as a guest speaker, James 
E. Green, public relations counselor. 


And the advance continues! 


| Armour Chet 


Does Double Duty 


In Argentine 


Chicago, Sept. 15—A character 
created for Argentine advertising 
of Armour & Co., Chicago meat 
packer, and then injected into a 
series of adventures with principals 
from fascinating stories in the 
“Arabian Nights” not only created 
demand for meat, but for the book, 
according to the current issue of 
the “Armour Magazine.” 

The new advertising character, 
not unlike the “Ham What Am” 
cook who parades through the ad- 
vertising pages in this country, ex- 


|'changed repartee with Sinbad the 
| Sailor, made a quick journey on the 
magic carpet and otherwise enjoyed 
|himself thoroughly while teaching 
‘the readers of Argentine newspa- 
/ pers how to enjoy life more. 

| Book dealers used the advertise- 
ments as display material in their 
stores to help Armour and them- 
selves. 


Given Modern Setting 


The Armour chef is being given 
a more modern setting in a new Ar- 
gentine series showing how he has 
saved many a situation for a des- 
pairing housewife. The popularity 
he won in his Arabian Nights con- 
tacts is expected to be augmented 
by the new campaign. 


A BIG 
UDIENCE FOR YOU 
THIS FALL 


That’s what “NBC's Biggest Summer” Means to Every Advertiser 


1938 started 


in as the best year in NBC history. Our 


biggest winter was followed by our biggest 


spring. Then the biggest June—biggest July. 


Now comes the biggest August in NBC 


history....more than twice the advertising 


volume of the next largest broadcast- 


audience interest. 


ing system! 


NBC's fine summer record is largely due to 
year-round campaigns. Such continuity 
of broadcasting is the bedrock of sustained 


On this foundation NBC 


advertisers build solidly and surely. 
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“ADVERTISING LINAGE IN FARM PAPERS FOR SEPTEMBER 


“THE ADVERTISING TEST STATION 
IN THE ADVERTISING TEST CITY” 


UNITED 
PRESS NEWS 
Is a Better Buy! 
It’s the 
ONLY COMPLETE 
NEWS SERVICE 
available to radio. 
Write or wire us for 
availabilities and 

rates of news, 
programs, and 
spots! 


SIC STATION OF 


COLUMBIA BROADCASTING SYSTEM 


National apreseraainns 
PAUL H. RAYMER COMPANY 


w A B 


“ 


. 


N IMPOSING group of successful advertising execu- 
tives and advertising agencies find this a lucky 
number. It enables them to use a service consisting of 
ad-setting, engraving, and printing—all under one roof 
. . . Specially trained men are always on their toes to 
serve you so well that you will come back again. We can 
lighten your burdens—and at the same time produce 
better and more profitable printing for you—at a sav- 
ing of time, trouble and money. Phone Wabash 7820 


Farm Monthlies’ 
September Linage 


Shows 23.5% Drop 


New York, Sept. 15._-September 
linage in farm monthlies totaled 
226,560, a decline of 23.5 per cent 
from the comparable 1937 total of 
296,422, according to figures released 
today by Publishers’ Information 
Bureau. This is a somewhat better 
showing than that made in August 
when a drop of 26.7 per cent was 
reported, 

Among the other groups, cur- 
rently reporting August totals, bi- 
weeklies alone were able to exhibit 


gains. This group carried 250,72 
lines, an imcrease of 2.7 per cent 
from the 244,132 shown for the 


same publications in August, 1937. 
Semi-monthlies 


AS H 


scheduled 67,201 | 


Poultry and Poultry and 
Livestock Livestock 
—Commercial Displ c—isplay— -—Commercial a -—Display—~ 
—193 &— 1937 1938 1937 r 1938——, -——-1937 1938 1937 
Monthiies Pages Lines P ages Lines Lines Lines Pages Lines Pages ines Lines Lines 
*American Fruit Grower 5.2 2,364 7.9 3,57 pad .... | Indiana Farmer’s Guide 17.2 13,482 15.7 12,346 5 ine 
American Poultry Jour- Idaho Farmer ........ 2.9 9,729 18.9 14,265 vine ees 
nal Kansas Farmer ....... 8.1 6,158 10.4 7,919 342 589 
Eastern Edition .. 11 4,834 14.1 6,081 439 291| Michigan Farmer ..... 12.9 9,907 14.8 11,353 920 810 
Breeder's Gazette . 8.7 3,958 15.4 6,932 1,489 3,626 | Missouri Ruralist ...... 12.9 9,774 9.0 6,913 981 104 
California Citrograph.. 26.8 18,032 35.3 23,752 ous oe Nebraska Farmer -. 22.6 16,351 17.8 12,939 270 406 
Capper’s Farmer ... 24.5 16,704 29.2 19,885 21 77 tAverage 4 Editions. 23.0 16,795 19.6 14,294 348 429 
*Carolina Co-operator. 9.7 4,074 8.9 3,752 826 711| New England Home- 
Country Gentleman.... 28.7 19,574 43.1 29,308 141 186 ee 7.6 5,315 9.5 6,656 935 997 
Country Home . enh ae 7,879 18.2 12,412 7 67 | Oregon Farmer ...... 11.8 8,935 21.3 16,129 jane tees 
Farm Journal .. soe 26.7% 11,616 31.3 13,3799 71 756} Ohio Farmer ......... 17.9 13,771 17.4 3,378 654 771 
*Florida Grower 5.9 4,043 5.1 $3,625 Pennsylvania Farmer... 11.2 8,613 13.7 10,511 980 683 
*Hoosier Farmer . 21.¢ 9,750 16.6 7,500 Prairie Farmer: 
*Kentucky Farmers SIMON ccc eonkencese 29.1 21,219 19.1 13,945 14 136 
Home Journal.... 6. 5,199 8.8 6,929 8 419 Um@laMA§ .ccccccccecs 29.1 21,219 16.1 11,726 14 136 
*National Livestock Rural New Yorker.... 10.2 8,025 9.7 7,644 1,972 1,312 
PEUGOe scenvcoceces 3.0 2,234 3.6 2,634 Siew Wallaces’ Farmer & 
Nation's Agriculture 3.4 1,552 8 642 oe lowa Homestead .... 29.1 22,823 25.2 19,746 1,300 210 
*New Jersey Farm & Washington Farmer... 11.9 8,976 21.6 16,354 kere ery 
CG ss uci eeiin, SD 6,744 11.7 5,268 1,356 1,794 | Wisconsin Agriculturist 16.8 13,190 10.7 8,434 28 116 
*Ohio Farm Isureau ‘ sical: ulin einige 
News . : ° 9.3 4,107 10.2 4,602 495 1,490 Total Group 250,726 244,132 9,718 8,32 
Poultry Tribune 
Eastern Edition lf 7,114 0.0 8,591 442 306 Weeklies (August) 
Tog ssiVE ro ie 
nies —. Ruratiet: Four issues unless otherwise noted, = 
Carolina-Va. Edition. 16.5 12,035 23.1 16,869 14 i4 > hy pen 4 seeee 2. 4,646 3.6 **8,126 
Georgia-Ala, Edition. 16.9 12,368 22.9 16,732 - Jairyman’s League im Ea a7 P 
Kentucky-Tenn. Ed.. 16.7 2,217 24.4 17,768 ns News ‘(eebeedkObaeeewe 8 $2,793 5.5 $4,027 231 319 
Mississippi Edition.. 16.3 11,935 25.3 18,422 re Pacific Rural Press: ae 7 asee 
Texas Edition ‘ 17.3 12,638 24.4 17,769 94 56 Northern Edition.... 25.5 21 569 38.7 29,265 . a 
*#All Editions . 14.7 10,728 19.6 14,32 . Southern Edition. 23.3 17,656 35.6 26,943 > 749 
tAver. of 5 Edi tio ns. 16.8 12,238 24.0 17,612 } 20 tAll Editions ....... 22.7 17,172 32 24,283 502 
Rural Progress . 6.0 4,375 8.1 5,959 Semi-Weekly Farm News: : es 
Southern Agri ulturist. 12.9 9,098 15.5 10,902 Friday Edition ..... 2.3 5,43 4 1 “ 2,982 
Southern Planter 1.% 8.326 16.8 11,812 19: 48 Tuesday Edition 2.0 %4,93 1.2 $2,935 
Successful Farming.... 31.9 14,391 43.1 19,423 161 307 | Weekly Kansas City Star: 
Missouri Edition 4.4 $10,766 4.9 12,090 
a ae een kan 96.40° Siaiied sa — nt : nik 
— sell aca sit Total Group ...... 84,971 110,651 16,800 8,072 
Semi-Monthlies (August) Dailies (August) 
Arizona Producer . 16.7 13,153 11.4 8,944 rere eT ee . li 
Farm & Ranch........ 10.9 8,285 14.8 11,198 335 142 ag reer wand eRe oo 19.000 08 sense 0061 <be8 
Farmer-Stockman .... 11.1 8,409 14.5 10,960 ist ‘Kansas City Dally 
Hoard’s Dairyman .... 10.9 8,001 14.6 10,659 1,473 L634) Drovers Telegram... 11.9 25,387 16.4 34,976 2,044 2,944 
Missouri Farmer ...... —— 5,084 ae 6,499 pf as *Omaha Daily Journal- 
ne VEE «600. SES Bee ee Ld ia ey 9.1 19,412 12.4 26,349 3,038 7,262 
Utah Farmer ......... 10.20 $7,767 11.5 8,708 951 5) est Louis Daily Live 
Western Farm Life.... 8.9 7,028 13.8 10,874 464 10 Stock Reporter ..... 6.6 14,104 9.6 20,342 4,284 4,266 
FER SHOED sre ens 67,301 $1,867 4.618 3.257) otal Group 76,092 102,629 12,227 18,750 
Bi-Weeklies (August) *Figures provided by publisher 
Two issues unless otherwise noted. tNot included in total 
American Agriculturist 19.8 £14,465 15.8 11,520 U8 163 | tFive issues. 
California Cultivator 0.0 15,195 7.6 20,876 G9 164 | Three issues 
Dakota Farmer : 8.6 $6,668 10.8 8,378 ; sOne issue 
The Farmer .... 21.5 16,908 16.7 13,100 .| **Two issues 
| lines, a decrease of 17.9 per cent 


from the 81,857 reported at this 
time last year. Weeklies carried 
84,971 lines, a drop of 23.2 per cent 
from the 110,651 shown for August, 
1937. 

Dailies reported a total of 76,092 
lines, a decline of 25.8 per cent from 
the 1937 figure of 102,629. Figures 
and page totals for the indivrdual 
publications are shown in the ac- 
companying table. 


Cites Widening Gap 
Between Local, 
National Rates 


(Continued from Page 1) 


{ 


|publishers in the 
| rate structures.” 

| Summarizing the figures for all 
papers, with local-national rate dif- 
ferentials computed on the total 
cost of one line, the report shows 
an increase in spread of three to 
four per cent over 1937. The dif- 
ferential at the 5,000-line rate was 
40.11 per cent in 1938, compared 
with 36.76 per cent in 1937: at the 
10,000-line rate it was 46.20 per 
cent compared with 42.43 per cent 
a year ago; in the 20,000-line divi- 
sion the differential was 51.36 per 
cent against 48.37 per cent in 1937: 
and at the 50,000-line rate the 
spread was 60.20 per cent this year 
| against 56.26 per cent last vear. 

A summary based on the 10,000- 
line rate comparing differential in- 
|} creases in morning, evening. com- 
|bination and Sunday papers, 
|showed the following spreads be- 
tween national and local rates: 

Morning papers, 45.85 per cent 
lin 1938 against 42.32 per cent in 
1937, increase of 3.53 per cent: eve- 
| ning papers, 37.58 per cent in 1938 
,against 34.49 per cent in 1937, in- 
| crease of 3.09 per cent: combination 
papers, 32.85 per cent in 1938 


application of 


FAITHORN 


CORPORATION 


AD-SETTING +» ENGRAVING + PRINTING 
504 SHERMAN STREET, CHICAGO + WABASH 7820 


against 26.38 per cent in 1937, an in- 


| crease of 6.47 per cent; and Sunday 
papers, 58.37 per cent in 1938) 
against 53.99 per cent in 1937, an 


increase of 4.38 per cent. 

“A detailed analysis of the 
|} line rate,” says the report, 
that the activity in rate 
was greater on the local 
;}on the national side 
| changes included 276 newspapers 
| while national rate changes were 
effected on only 214 newspapers: 


10,000 


changes 
side 
Local rate 


“shows | 


than | 


ae | 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


$4.75 
insertions. 


30 cents a line, 


All other classifications (single insertion rates): 
er inch. Write for descriptive folder describing discounts for term 


The rates for this department are as follows: 
“Positions Wanted,” 


September 19, 193 

e « 
“Representatives Wanted,” ang 
minimum charge $1. Terms 
% in., $2.75; 1 to 3 in, 


HELP WANTED 


— 


HOTELS & APARTMENTS 


CASUALTY INSURANCE 
COPYWRITER 
WANTED 
Agency opening for young man ex- 
perienced in preparation of Casualty 
and Fire Insurance advertising. Must 
be able to write smooth forceful copy 


for all mediums. None other need 
apply. State age, experience, salary 
and enc lose photo. 

Box 1527, ADV K ZRTISING _AGE, _ Chgo. 


“ae WwW ANTED? ‘Gosh No, 1 want to 


| help YOU. 


I'm not yet a Claude Hopkins BUT 
| I write quickly, easily with exhilarat- 
|ing ideas, generated by four years 
selling sales promotion, correspond- 
ence. I'm 26 and single, so low pay 
is O.K. What ho? 

"tne 1h24, ADVERTISING 
ADV! ERTISING 
AGER, 15 
graving 


» years 


AGE, N. Y. 
PRODUCTION MAN- 

years directing Art, En- 
Typography and Printing. 
Selling experience. 


things and get things done rapidly, 
economically, and e sftic iently. Address 
30x 1529, ADVERTISING AGE, Chgo. 


Uver 40,000 Chicago area housewives 
know me. Can I be of use to you in 
giving publicity to foods or house 
furnishings? 

Box 1514, ADVERTISING AGE, 
oma space inyouts with a punch. 
Samples to prove it. N. Y. artist 

9 years advertising experience wants | 
agency connection. 

Pax 1496. ADVERTISING AGE, N, Y. 
Proot reader, -estimator—y oung woman 
——ll years experience in letterpress 
and offset production. Cost account- 
ing capable buyer of paper and 
printing. 

Box 1523, ADVERTISING AGE, N. Y. 


“REPRESENTATIVES | AV ALL: ABL KE 


Chgo. 


SPACE SALESMAN AVAILABLE 
Actively employed by prominent na- 
tional bi-monthly magazine. Willing 
and able to represent one other publi- 
cation. Young, married, thoroughly 
rs iliar with agencies and adver- 
tisers in middle west. 

Box 1522, ADVERTISING AGE, Chgo. 


Sho INTATIVE S WANTE D 


Fast growing business magazine 
wants competent representation in 
New York City area Liberal com- 
mission Interview in New York. 

| Box 1525, ADVERTISING AGE, N. Y. 
| ——- a = ae — 

| 230 newspapers’ increased local 
rates; 212 increased national rates. 


“The larger number of decreases 
jin local rates, 


Can do} 


| 
| 
| 
} 
} 
| 
} 


Mt Market & 


and the fact that in| 


: 


“PLL sSAY— 


MY WIFE IS PARTICULAR!” 


“She has always lived smartly. 
She prides herself on her knowl- 
edge of modern color design and 
furnishings and she wants her 
home to reflect her tastes. She 
demands comfort along with rich 
appointments and a quiet, restful 
atmosphere close to gay compan- 
ionship. She insists on all the 
modern conveniences. And so we've 
made the Seneca our permanent 
home.” 


Here is truly luxurious living in 
rooms and suites decorated and 
furnished to your individual taste. 
Sparkling, ultra-medern G, E. 
electric kitchens. Smart appoint- 
ments popular cocktail lounge, 
unique Blackamoor Room. And all 
at moderate rentals—just 5 min- 
utes from the Loop. 


SENECA HOTEL 
°00 EAST CHESTNUT STREET 
SUPerior 2380 


MISCELLANEOUS 


RE PRINTS OF EVERY DESCRIPTION 
Photo-Offset reproduces reprints of 
advertisements, and all sorts of 
printed material, ete., from proofs 
when cuts or engravings are not 
available. Reproduces line cuts, half- 
tones and type all in one operation. 
SMALL RUNS NO PENALTY! 
300 COPIES (8%x11") $2.50 
Additional hundred copies only 25« 
Even lower prices for large quantities 
All sizes furnished. Send for samples 
and free informative book 
Laurel Process, 480 Canal St., N. Y. 


GET BUSINESS AT LOWEST COosT 
will gladly send you samples of 
our new PHOTO AD- CARDS. They 
get results. Adapted to any business 
or profession. 

GRAPHIC ARTS PHOTO SERVICE 
Third Sts., Hamilton, Ohio 


is a dearth of inducement in rates 
to the national advertiser. Only 23.6 
per cent of the 122 newspapers in 
this study quote open national rates 


many cases where both local and and only 47 of these show a sliding 


|national rates were increased the 
| latter was larger, has caused a fur- 
ther general spread in local-national 
rate differentials.” 

“The apparent aim,” it is stated, 
“behind the large variety of local 
rate inducements offered by many 
of the newspapers would seem to 
be to encourage increased local tin- 


scale to include bulk rates of over 
5,000 lines.” 

Replying to the claim that a pre- 
ponderance of national advertisers 
use inadequate linage in any given 
newspaper, the report presents a 
tabulation of total number of dis- 
play advertising accounts in the 
newspapers of a Midwest city, in 


John Blair & Co., 
tive Chicago, as 
manager. Mr. 
Joseph 


radio representa- 
station promotion 


Hershey McGillvra, 
which radio organization he was 
Chicago manager. He was for- 
merly with H. W. Kastor & Sons 
Advertising Company and Procter 
& Gamble Company. 


Is Air Race Agency 

Humphrey, 
| Cleveland, 
|for National Air 
Fisher & Kirk 


Races. 


was erroneously 


Garner comes from | 
of | 


Prentke & Associates, 
is the advertising agency 
Lang, 


| credited with this account in a re- 


;}cent issue, 
Prentke has 
1929 


although 


been in charge 


Humphrey, 
since 


age or space contracts. But there|relation to the amount of linage 
———— | used in 1937, as follows: 

Under 1,000 2,500 5,000 10,000 20,000 50,000 

Total 1,000 to to to to to and 

Accounts lines 2,500 5,000 10,000 20,000 50,000 over 

National Accounts. 2,759 1,474 586 296 234 119 41 8 
of Total 100 53.4 21.3 10.7 8.5 4.3 1.5 3 

Local Accounts .... 2,655 1,935 290 157 100 61 51 61 
of Total 100 72.9 10.9 5.9 3.8 23 1.9 23 

| 
Garner to Blair | : 

Richard W. Garner has joined D I S P L A 4 Ss 


Designers & Builders 
B CONVENTION - EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 
ADVERTISER DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, lil, - Webster 4236 


Ask any liquor 


distributor sales- 


man which trade paper 
is read most thoroughly by 
bar and package store owners. 


TORONTO 
MONTREAL 
WINNIPEG 
LONDON, fag 
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|boom d be onl t of | 
: oe pee Gaye, ey Te aay 6 yee: 2 AUGUST SALES OF CHAIN STORES 
rice om e | ion its general strategy of relying on 
superior speed, but it is believed August, August, % Gate o Menthe o eeste on 
: ‘ Company 1938 1937 or Loss 193! 937 or Loss 
to be based on something more) j.4i.5, Stores ....... ..8 1,583,990 $ 1,598,266 —0.9 $ 15,181,940 $ 14,947,080 +1.5 
I uto solid—public confidence and readi- | Grant, w. T........... 6,833,545 6,779,720 +0.7 54,065,996 57,597,115 +6.1 
ness to bu The company is said | Green, H. L...... 2,315,498 2,368,332 2.2 18,073,107 19,970,344 —9.5 
y- P y od ad - lS - . + a 
to be convinced after only by a| Kresge, Be See eee. 10,743,598 11,013,379 —2.4 reste 92,038,634 ie 
s 8 fortnight of pre- -showings to resi- A ee Ee 6,335,549 6,797,343 —6.8 48.139,.999 51,812,644 a § 
. *Kroger Groc. & Baking Co. 16,222,849 17,986,726 ~10.0 141,216,312 154,779,812 —9.0 
er( an ising dents of the Motor City, that there BeOPmOr BEOPOS .cccccccves ‘ 2,570,102 2,617,385 waa a 22,720,358 25,622,011 ats 
is a new buying spirit throughout | McCrory Stores ............. 2,960,193 2,976,757 —0.5 23'630.278 24,490,722 —3.5 
: McLellan Stores ..... rien oe 1,670,677 -2.3 12,407,348 13,121,305 —5.3 
(Continued from Page 1) the entire country. | Murphy, G. C................ 3,087,363 3,142,810 =§.9 24,254,388 25,257,483 —3.9 
; ; ; New Price Announced nesor se lpia ppt Sy tty —ee Sheomerton 25,000,020 —16.7 
its dealers its 1939 line Friday, ac- | Newberry, J. J........ 3,877,782 3,880,619 —0.1 28,081,100 29,654,464 —5,3 
: ° . i a a Se 19,067,958 19,762,175 —3.5 142,624,924 155,479,446 —8.2 
cording 0 present plans. Olds will The Plymouth cages ee the Peoples Drug Stores...... 1741978 1 771 75 —1.6 13,878,225 14,515,115 —4.3 
fre its advertising guns late in Oc- | more striking because until the last | ssareway stores ........... 28,700,878 30,409,051 —5.6 252,227,121 261,604,717 —3.5 
tober, the intensity of the barrage |few days its salesmen had no| Spiegel, Inc. ............... 3,366,080 3,534,922 —4.7 27,580,701 30,267,022 —8.8 
being based on an expectancy 25/|prices to quote. The tariff finally a oye & Co....... were git 39,937,242 — tye pcp ee 
a ‘ . algreen Company ........ 5,514,586 5,602,121 —1.6 . ,03° —l1.§ 
per cent above that of 1938. fixed by the company revealed lit- Ward, Montgomery & Co... 32,848°752 29'679 028 410.7 245°282°733 256 082 888 we 
Something for Everyone tle change from those quoted in the | western Auto Supply Co.... 3,759,000 3.663.000 42.6 21'962.000 23'144,000 —5 1 
past. Reductions range down to $15 | Woolworth, F. W........... 22,565,795 22,796,710 -1.0 178,354,726 181,391,935 —1.7 
is believed th h o- ——_—___—_—- ; _ eats aul ESP rer: 
It is believed that the Ford Mo- | per model, and the Plymouth looks I i De A Saale $214,750,798 $219,647,871 —2.2  $1,705,282,722 —«-$1,821,033,42 ar 
tor Company’s new car, as well as|like a big value at that price, with ‘Covers four and 32-week periods ended Sept. 10. 
the 1939 models of the standard gear shift lever built into the steer- *Covers four and 32-week periods ended Aug, 13. 
Ford, will not be ready for display ing column, front wheel co il sCovers four and 32-week periods ended S« apt 


before the New York show. The 
traditional “senior line” Lincoln 
will probably be eliminated in 
1939, a larger Lincoln Zephyr of 
deluxe appearance taking its place. 

The new Ford car will be com- 
petitive with all of the automobiles 
above the “best selling” ckass—with 
the two higher of the three new 
Olds and Pontiac series, with the 
smallest and medium Buick series, 
with the small Chrysler, and with 
Dodge, DeSoto, Hudson Six, larger 
Terraplanes, the Nash-Lafayette, 
the Studebaker Six, the small Pack- 
ard, Hupp, standard Graham-Paige 
and possibly others. 


Plymouth Gets Going 


Plymouth, first out with its 1939 
models, first to make a public show- 
ing, and first to stock dealers from 
coast to coast, will cash in on its 
high mobility next week when -] 


| 


springs, new roominess, luxury and 
other improvements. Copy orig- 
inated by J. Stirling Getchell, Inc., 
will overleok none of these good 
things. As previously reported, the 
campaign slogan will be “So beau- 
tiful you wouldn’t believe it’s a 
low-priced car.” 


BUICK COINS 
NEW CATCH PHRASE 

Flint, Mich., Sept. 15.—Adopting 
for 1939 the alliterative style which 
has been so successful in recent 
years, Buick motor division of 
General Motors Corporation today 
gave “Buick’s the Beauty” as the 
phrase which will be seen in all 
new advertising. 

The announcement was made as 
| 500 members of the Buick field or- 
| ganization and General Motors 
executive staff gathered to outline 
1939 strategy. W. F. Hufstader, 


200 newspapers and 13,000 posters | general sales manager, who acted 
flash the news that the 1939 Road-j|as toastmaster at a big dinner at 


king is ready to go to work for/the Hotel 


Durant tonight, told 


motorists. The same burden will be | Apvertistnc AGE that Buick is pre- 
taken up quickly by a long list of | | pared to lead the entire industry 


national magazines and farm pa- 
pers. 


Plymouth’s big-scale advertising | eye-opener 


commitments, reminiscent of the 


S01 
REASONS 


FOR STOPPING 
AT THE 


HOTEL 
LEXINGTON 


801 large, cheerful, mod- 
ern rooms all equipped 
with radio, circulating 
ice water, combination 
tub and shower bath, 
and full-length mirror. 
Four fine restaurants. 
Conveniently located in 
the Grand Central area. 
(nd rates are reasonable 


. from $3.50 a day. 


DINE » DANCE * ROMANCE 
IN THE FAMOUS 


An authentic Haw.iian 
setting, that has “taken 
New York by storm.” 
Famous orchestras play 
nightly for dancing. 


HLOTEL 
LEXINGTON, 


Lexington Avenue at 48th St. 
AS 


3 


NEW YORK CITY 
Charles E. Rochester, 
Managing Director 


| into higher ground. He predicted 
that the fourth quarter will be an 
and that automotive 
linage will resume its former robust 
proportions in the near future. 

Alfred P. Sloan, General Motors 
chairman, was scheduled to make 
the chief address at the dinner. R. 
H. Grant, General Motors vice- 
president in charge of sales, and 
Harlow H. Curtice, Buick president, 
were also scheduled for optimistic 
talks. Arthur Kudner, among those 
present, said public announcement 
of the new Buick will be made be- 
fore the New York show. 


‘Post’ Pages Tell 
Story of New 


Color Process 


Philadelphia, Sept. 13.—The lat- 
est issue of The Saturday Evening 
Post reveals that the Curtis Pub- 
lishing Company spent what might 
be termed $21,000 of “its own 
money” to tell the magazine’s audi- 
ence of a new and improved color 
printing process. 

Two pages in the issue are de- 
voted to an explanation, in lay- 
man’s terms, of the new process 
which permits printing of fow 
color reproductions and _ instant 
drying in one continuous operation 
on both sides of the paper. 

The Post said that, while this was 
the first announcement of this 
process, “It is not an experiment. It 
has been tested and proved by over 
200 million pages produced during 
the past 22 months.” It also dis- 
closed that new presses, weighing 
about 400,000 pounds each are be- 
ing installed. 

Using a replica of the cover 
photograph for the August Ladies’ 
Home Journal, the Post illustrated 
the improvement achieved by show- 
ing how blotchy this photograph 
might appear if the second side of 
the sheet was printed immediately 
without drying the colors on the 
first side. 

Patent application has been filed 
for the new process under the 
name “Curtis 4 and 4 Precision 
Color Process.” 


Leaves Rubenstein 
Betsy Anne Schellhase has re- 


signed as advertising manager of | 


| Helena Rubenstein, Inc., New York. | 


21 Chains Report 


$219,647,871. 


cent from the August, 1937, total of 
This compares favor- 


Ward & Co., 


ase, 2.3 per cent; Montgomery 
10.7 per cent, and 


August Decline 
of 2.2 Per Cent 


New York, Sept. 15.—August 
sales of 21 major chain stores of- 
fered a somewhat encouraging slant 
2 the business picture today with 
the total for this group shown at 


ably with an 8.8 per cent loss for 
the group on July sales. 

The eight-month total for these 
stores was $1,705,282,722, a decline 
of 6.3 per cent from the 1937 figure 
of $1,821,033,427. 

Four organizations reported gains 
for the month. These were W. T. 
Grant, whose sales increased 0.7 per 


Western Auto Supply, 2.6 per cent. 

Only two showed plus percent- 
ages in the cumulative totals. These 
were Edison Stores, gaining 1.5 per 
cent over its 1937 total, and W. T. 
Grant which was 6.1 per cent ahead 
of last year. 

Figures for the individual stores 
are shown in the accompanying 


$214,750,798, a decline of 2.2 per | 


cent over last 


year; 


McLellan 


table. 


If you have something that will reduce or eliminate noises of any 


kind, your greatest natural market is in the hospital field, where contin- 


uous efforts are being made to conquer the disturbing effects of noise. 


Floor and ceiling treatment, special sound insulation for machinery 


and equipment, and structural treatment to reduce or eliminate noise are 


the rule, rather than the exception in the hospital field. 


Tell your story of less noise to the practical executives of America’s 
hospitals through the pages of HOSPITAL MANAGEMENT, the 


business paper of the hospital field. You'll find an eager, responsive audi- 


ence, 


ready 


hospital a quieter and more restful place. 


and willing to listen to any suggestions that will make the 


Hospital Management 
The National Magazine of Hospital Administration 


{ 


= 


100 E. Ohio St., Chicago — 330 W. 42nd St., New York 


Pacific Coast representatives: Don Harway & Co., Los Angeles and San Francisco 
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Clinic Sessions to  2etail Linage 


Feature Direct 
Mail Conclave 


Chicago, Sept. 15.—A 
switch from the showmanship key- 
note of last year’s conclave marks 
the program released today for the 
Direct Mail Advertising Association 
convention here Sept. 28-30. 
schedule indicates that the experts 
will figuratively don the surgeon’s 
robes for a series of clinical ses- 
sions, case histories and diagnoses 
expected to ultimately disclose “‘A 
Prescription for Profits.” 

The first of these clinics is sched- 
uled for the opening day of the 
convention when Frederick  B. 
Heitkamp, vice-president of Ameri- 
can Type Founders and president 
of the DMAA, will keynote the con- 
ference in an address, “Direct Mail 
Comes of Age.” 

Others who will offer diagnoses 
on variant phases of direct mail 


Herrold, of Northwestern Univer- 
sity; Norman Taylor, National Sell- 
ing Service; Lewis C. Brownson, of 
the University of Minnesota; L. L. 
Shoemaker, merchant service de- 
partment, National Cash Register 


| 


| 


sharp | 


The | 


Decline Smallest 
in 22 Weeks 


Chicago, Sept. 16.—Following the 


trend of the past ten weeks toward | 
less severe declines from 1937 lev- | 
| els, 


retail display advertising for 


the week ended Sept. 10, was but | 


8.3 per cent below the correspond- 
ing week of last year, the smallest 


decline shown by the ADVERTISING | 


AGE Index of Retail Activity in the 
22 weeks since April 9 of this year. 

Newspapers in the 79 major cities 
included in this Index carried 
17,770,010 lines of retail display in 
the week reported, a decline of 
1,600,611 lines from the 19,370,621 
total for the corresponding 1937 
week. 

Narrowing of declines from 1937 
levels in recent weeks lifted the 
cumulative comparisons for the first 
37 weeks of this year ended with 
the date reported, to 11.3 per cent 
below last year, compared with a 
decline of 11.4 per cent shown by 
this Index at the end of the pre- 


| ceding week. 
during this session include Lioyd | 


Total linage in the Index cities 
for this year through the date re- 


| ported was 636,881,921 lines against 


Company, and Douglas W. Coutlee, | 


advertising director, Merck & Co. 
Further conferences will include 
addresses by Edward Alexander, 
advertising manager, Standard Reg- 
ister Company; H. J. Higdon, ad- 
vertising manager, Phoenix Metal 
Cap Company, and Frank Egner, 
assistant to the 
McGraw-Hill Book Company. 


- COLLINS 
MILLER 
HUTCHINGS 
ING. 


PHOTO-ENGRAVERS 
IN CHICAGO 


WHEN 


1 


Pe 


3 wide range o! 


H. ARMSTRONG ROBERTS 207 Locust Street. 


be 


vice-president, | 


717,987,599 lines for the comparable 
period of last year, a loss of 81,015,- 
678 lines. 

Variations from 1937 levels for 
each weekly period of this year are 
shown in the table following: 


Se OE oS eta eee ae — .08 
es, a cud  Eree aaa aad e — 2.4 
(GR Saree errr pare — 3.7 
SUS een ee ee — 5.1 
PO See eererrrr rere se — 7.2 
SE Sree rere — 7.4 
3 er ee ee — 7.7 
PSE vetid behind sbacaves — 6.8 
I os ot ead i wie wk —11.4 


|Sept. 10 


re reer _ 
March 12 

March 19 
March 26 
April 2 
April 9 
April 16 
April 23 aA re Ce 
April 30 oo 


Be Nav bsaa visa wee eels -12.3 
May 14 -14.8 
May 21 14.3 
May 28 14.7 
June 4 -14.3 
June 11 14.9 


June 18 Gs Se eae — 
June 25 ete a 16.9 


July 2 14.6 
ire eC eS | 14.4 
ee ey os ue Was 13.0 
July 23 . Pia sieail ae . —13.9 
July 30 13.3 
Aug. 6. 13.1 
Aug. 13 —13.5 


Aug. 20 
Aug. 27 
Sept. 3 


The tabulation appearing else- 
where on this page shows individ- 


| ual linage figures for each city in- 


steria 


cluded in this Index. 


CLOSING DATES DRAW NEAR 


nail or telegraph your 


e next morning 


requiremer! 
r you Jesh not nivy pecified 


nda reflectin 


+ the care | «ey te 
| ‘ 37 I pe | 


Philadelphia, Pa. 


Branch offices serving the following cities: 
Gravbar Building. New York City 


201 North Wells Street, Chicago 


244 Washington Street. Boston 


— 


Index of Retail Activity in 79 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


% Gain % Gain 


37-Week 37-Week 37-Week or Loss’. or Loss 
Period Period Period 1938 1938 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Sept. 12, 1936 Sept. 11,1937 Sept. 10, 1938 1936 1937 Sept. 11, 1937 Sept. 10,1938 Los 
Sd Shaan eG 11,198,843 11,814,317 8,410,903 —24.9 —28.8 299,047 168,343 —437 
pe re ere 4,477,788 4,856,341 3,796,714 —15.2 —21.8 140,427 96,222 —31.5 
Atlanta, Ga. ..... 10,138,548 10,665,134 10,512,852 + 3.8 —1.4 265,132 293,342 +10.6 
Zaltimore, Md. 14,957,669 15,797,852 14,632,354 —2.2 —7.4 385,934 374,235 3.0 
Birmingham, Ala. 8,163,386 8,866,788 8,676,164 +6.3 —2.2 238,784 220,500 — A 
| Boston, Mass. 13,797,450 13,702,107 12,656,290 —8.3 —7.6 379,478 422,382 + 11.3 
Bridgeport, Conn 6,369,624 6,838,700 6,179,996 —2.9 —9.6 164,472 152,124 7.5 
Buffalo, N. Y. 11,348,410 12,719,320 10,968,260 —3.6 —13.8 326,550 279,314 —14.5 
|Camden, N. J. ... 2,786,989 2,756,137 2,551,498 —8.5 —7.4 64,704 69,002 + 6.6 
| Cedar Rapids, Im. ...«.> 3,465,882 3,647,014 3,305,610 —4.6 —9.4 103,782 99,638 ~4.0 
| Chattanooga, Tenn. .. 4,774,983 4,487,717 4,295,119 10.1 ——4,5 97,556 96,467 ll 
PO. EE, scsasv denen 20,706,236 22,729,859 21,098,606 +1.9 —7.2 617,383 538,513 12.8 
a 11,508,550 12,104,118 10,351,329 10.1 —14.5 332,725 305,782 —§.} 
Cleveland, O. ...... . 13,733,325 14,893,436 12,072,253 —12.1 —18.9 402,690 315,190 —21.7 
Cee. OR wasaccsns .64sReee  BOdEeee 6—=—60UlCC ee er a 240,740 199,356 —17.2 
Dallas, Tex. .......... 13,936,156 14,832,785 14,219,582 +20 —4.1 432,822 351,394 —IiN5 
Dayton, O. ...... 9,251,498 10,794,744 8,722,992 —5.7 —19.2 295,904 243,840 —17.6 
Denver, Colo 7,122,563 7,165,825 6,132,965 ~13.9 —14.4 181,545 134,168 —26.1 
Bee BEOIMOR, BM. osc vas 4,464,466 4,555,344 4,427,487 —0.8 —2.8 113,280 112,812 —.4 
Detroit, Mich. 14,660,336 15,502,882 11,924,310 —18.7 —23.1 419,803 372,295 —11.3 
ml PROG, TOK. 2.00550: ie Ei 8 8 838| | RAs err aie 184,114 161,056 —125 
Erie, Pa, ‘ wre Te 4,934,394 6,419,916 6,113,628 + 23.9 —4.8 178,478 155,190 —13.1 
Evansville, Ind. 8,986,670 8,814,303 8,557,074 —4.8 —2.9 221,312 187,194 —15.4 
Fall River, Mass. 2,418,978 2,462,828 2,212,948 —8.5 -10.2 58,557 65,639 + 12.1 
To. MO, sieves sexes 6,210,106 6,347,656 4,778,816 ~23.1 —24.7 177,492 125,342 —29.4 
Fort Wayne, Ind. ~ 9,895,146 8,272,943 7,343,749 —71.0 —11.2 237,664 210,392 —H.5 
Gary, Ind. icwkewesen 1,256,488 5,159,838 3,900,501 —8.4 —24.4 134,146 89,246 —33.5 
Grand Rapids, Mich. 6,356,308 7,316,980 5,890,860 —7.3 -19.5 209,580 178,136 
Greenville, S. C......+. 4,121,483 4,728,772 4,431,867 +75 —6.3 123,416 122,826 
Houston, Tex. 10,041,432 11,256,874 11,329,942 +12.8 +0.6 281,918 266,700 
Indianapolis, Ind. ~ 92,177,758 «12,926,961 10,836,918 11.0 —16.2 356,832 319,480 
Jacksonville, Fla, 5,997,679 6,563,480 6,143,266 +2.4 —6.4 179,914 143,206 
Jersey City, N. J. ae 1,651,541 1,624,496 1,395,574 —15.5 —14.1 36,471 $31,231 
Kansas City, Kans, . 1,701,133 1,881,921 1,975,694 + 16.1 4.9 51,155 53,130 
Knoxville, Tenn. 6,733,083 7,013,706 6 YLSSOS + 2.7 —1.4 160,958 166,824 
Little Rock, Ark. .. 6,636,271 ~ 6,621,398 6,400,402 —3.6 3.3 172,270 169,232 
Los Angeles, Cal eee 18,142,995 16,192,049 oe 10.8 586,858 571,205 
Louisville, Ky, cre 11,052,534 4,707,730 2 12.2 296,874 251,226 
me, BOSE. 2s aces 7,032,438 6,960,128 9,392,114 23.9 23.1 200,914 190,344 
Manchester, N. H. 2,441,917 2,555,453 ” 538,940 +3.9 —0.7 79,016 67,378 
Memphis, Tenn. ....... 7,770,732 ~ 8,382,306 7,819,742 +06  —6.7 241,878 234,402 
Milwaukee, Wis. ..... 10,198,761 11,766,305 10,185,046 0.1 —13.4 257,684 329,966 
Minneapolis, Minn, ... 10,395,327 10,307,562 4,193,980 11.6 -16.8 266,964 277,721 
New Bedford, Mass. ... 2,329,494 2,381,120 2,170,420 —§.8 8.9 61,586 67,312 
New Haven, Conn, ... 6,255,158 6,603,218 0.3 ~5.5 164,724 (174,230 © 
New Orleans, La. ..... 13,504,330 14,005,682 —5.1 -8.5 407,059 399,660 
tNew York, N. Y. ..... 43,458,748 44,805,281 —9,2 —11.9 1,049,224 1,179,677 
tBrooklyn, N. Y vi 1,678,068 4,606,398 26.8 25.7 96,120 89,8235 
Norfolk, Va. 6,753,112 6,691,552 ~4.3 —3.5 162,750 160,860 
Oakland, Cal. ‘ 5,347,795 5,436,598 4,062,432 -5.3 —6.9 161,300 156,045 
Oklahoma City, Okla.. 7,754,471 _ 8,566,278 8.502.481. | 3.1 258,020 226,492 12.2 
Peoria, Ill. ........ 537,1 8.088.323 6,982,109 7.4 13.7 186,260 177,548 4.7 
Philadelphia, Pa. ..... 19,533,105 20,576,845 17,668,889 -9.6 —14.1 548,634 524,663 4.4 
Pmoenisz, AFis. «1.5 .. 56,180,728 5,078,192 5,342,258 +-3.1 + 5.2 145,838 158,060 +& 4 
**Pittsburgh, Pa. .. 15,868,230 17,438,624 13,712,776 13.6 —21.4 416,220 350,770 15 
Portland, Ore. - . &,845,545 9.061.142. 8.139.770  —2.5 —10.1 235,578 232,806 =o] 2 
t*#Providence, R. I 9,306,199 9,767,267 7,776,103 16.5 0.4 281,097 216,119 23.1 
Reading, Pa ; . 6,444,760 7,512,532 6,465,109 + 0.3 —13.9 202,090 137,662 —31.9 
Richmond, Va veua ee 9,287,222 9,272,326 8,316,560 10.5 —10.3 361,760 227,514 —37.1 
§SRochester, N. Y , 12,705,725 12,419,824 9,787,277 —22.9 21.2 286,537 254,400 —11.2 
Rock Island-Moline~ 5,852,806 6,363,999 », 953,430 + 1.7 —6.5 153,524 138,824 —9.6 
Sacramento, Cal : 6,195,603 6,186,751 5,498,567 11.3 —11.1 186,648 159,600 14.5 
San Antonio, Tex ‘ 4,592,721 4,627,918 4,391,212 -4.4 5.1 138,905 149,592 + 7.7 
San Diego, Cal. ; . 9,910,096 10,061,038 8,826,224 10.9 —12.3 248,906 203,742 —18.2 
San Francisco, Cal. . 11,011,697 11,221,526 10,752,581 2.4 4.2 263,776 195,979 —25.7 
Seattle, Wash. ....... 7,001,494 7,239,896 6,515,261 6.9 —10.0 224,700 247,940 +10 
South Bend, Ind ie 6,065,911 6,610,105 4,834,145 20.3 —26.9 159,687 119,019 — 25.5 
Spokane, Wash 5,215,297 5,490,422 5,082,280 -2.6 —7.4 156,968 146,188 —6.9 
St. Louis, Mo. , ; 12,536,185 13,271,275 12,037,540 3.9 —9.3 346,430 307,760 —11.2 
St. Paul, Minn -9,039,730 8,454,824 7,829,215 -13.4 —7.4 229,703 237,114 + 3.2 
Syracuse, N. Y¥ 8,091,278 8.161.589 7,185,757  —11.2 —11.9 199,355 213,801 +7.2 
*Tacoma, Wash : 1,408,733 4,358,860 4,110,708 —§.8 5.7 133,602 126,112 —5.6 
Tampa, Fla 4,187,290 4,323,442 4,181,546 0.1 —3.3 88,956 95,522 +74 
Toronto, Ont... Can 13, 13,617,111 12,084,103 12.9 —11.3 337,27 301,578 —10.6 
Troy, N. Y¥ 4 2,933,007 2,787,540 +3.5 —4.9 82,530 67,998 —17.6 
Tulsa, Okla 6,939,225 6.775.616 6,256,758 —9.§ —1.7 172,284 160,944 —6.6 
Washington, D.C 25,571,212 25,723,260 23,379,689 6 9.1 597,776 611,552 + 2.3 
Worcester, Mass 8,215,931 8,464,442 7,771,433 5.4 —.2 248,625 205,506 —17.4 
Youngstown, © 6,495,734 6,411,541 5,128,059 21.1 20.0 178,948 135,618 —24.2 
Total 657,010,740 717,897,599 626,881,921 7.0 ~ 11.3 19,370,621 17,770,010 8.3 
‘Boston American and Advertiser combination discontinued April 25, 1938. American changed to tabloid. 
tNew York American discontinued June 24, 1937. 
Brooklyn Times-Union discontinued June 8, 1937 
$Journal and Sunday American discontinued June 8, 1957. 
*Daily Ledger discontinued June 23, 1937. 
ryProvidence Tribune discontinued May 1, 1938 
**No Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike. 


'Cincinnati; WHK, Cleveland; WOPI to Devine 

| WHKC, Columbus; WIS, Columbia, Station WOPI. Bristol. Tenn. 
iS. C.; KGKO, Fort Worth-Dallas; hae appointed z y Devine & Asso- 
/KMBC, Kansas City; KHJ, Los An- ciates as national representative 
geles; WREC, Memphis; WIOD, 
Miami; WISN, Milwaukee; WLAC, 
Nashville; KOMA, Oklahoma City; 
WCAU, Philadelphia; WCAE, Pitts- 
burgh; KOIN, Portland, Ore.; 
WHAM, Rochester, N. Y.; KDYL, 


Spot Radio Net Is 
Formed with 27 
‘Member Stations 


New York, Sept. 15.—Creation of | 
a spot radio network, comprising 
27 stations in as many markets, was 


ADVERTISING 


nilbcrsctanaer te Goce se, Be MANAGE 
jann uanced he re today by World Salt Lake City; KTSA, San Anto- R 

| Transcription Service. The new io: KGB. S: Diego: KFRC. San | AVAILABLE! 
ichain, an outgrowth of World| ™® . a ae = 


Francisco; KIRO, Seattle; 
St. Louis; KHQ-KGA, 
and WFBL, Syracuse. 


KWK, 
Spokane; | 


Agency, Manufacturing, 


| Broadcasting System, pioneer in the Retail experience ] 


recorded program field, will begin 


@® Her s ¢ unusu 
joperation Oct. 1. : buy’ “i a  aeennenl ve 
| In announcing the new plan, . aah ae Able to pia: 
| Perry . . i ; “4° write, produce complete 
Pe rey L.. Deutsch, president, de- Lilienfeld Promoted and effective advert 
|clared that two major handicaps C. H. Lilienfeld hi: ' ' nd publici cam paig! 
which have retarded the growth of a - —- a eo oe 

* pointed advertising and sales pro- 
transcription broadcasting will be 


motion manager 
Company, 


of National Tea} 
jremoved: (1) the mechanical costs Chicago Hitherto he 


|of producing programs which the!has had the title of advertising 
|}networks absorb but which trans- | manager. 
cription advertisers have had to 


bear, and (2) the impossibility of | 
buying a spot campaign ina “pack- 
age 

Stations now affiliated include 
WOKO, Albany: WBAL, Baltimore: 
WGR-WKBW, Buffalo; 


Gets Grain & Malt 

Froedtert Grain & Malting Com- 
pany, Milwaukee, has appointed 
Rickerd, Mulberger & Hicks, Mil- 
waukee, as advertising counsel. H 
WCKY,'C. Mulberger is account executive 


Advertising Age. 
Chicago. 
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Most of the time it isn’t much fun to 
be put on the spot, but when that spot 
happens to be the desk of a prospect, 
and the prospect doesn't object to your 
being there and staying there for a full 
year, we'd say that's a pretty sweet spot 
to be on. 

And it's exactly this beautiful spot 
—preferred position on the desks of 
4,500 first-line buyers of business paper 
advertising, paper, direct mail cam- 
paigns, and other advertising goods and 
services—that you get when your mes- 
Sage appears in the Market Data Book 
Number of Industrial Marketing. 


Here's a reference book that is really 


referred to—one which has won its 
spurs in almost 20 years of service — 
one that your leading customers and 
prospects say they can't get along 
without. 


If you want more business in 1939 
than you're getting right now, you 
won't overlook this beautiful spot we 
can put you on—one that guarantees 
you first-line desk position from first- 


line buyers for a full year beginning 
October 25, 1938. 


Get on the spot now. 


INDUSTRIAL MARKETING 
100 E. Ohio St, Chicago 330 W. 42nd St, N.Y. 
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| WHEN YOU WANT TO GET 
SALES ACTION QUICKLY 


has happened from the newspaper. So completely does the news- 
paper satisfy this universal interest that virtually everybody who 
reads at all, reads it every day. From this deeply ingrained 
custom springs the newspaper's power to deliver immediately at 


economical cost the attentive audience which advertisers want. 


Gee 


A YOUNG FLYER spans the Atlantic and all Amer- 
ica cheers. Guns thunder along foreign fronts and all 
America is alert. Dictators and double features, trade 
treaties and church councils—the newspaper reports the 
news which people want to know, and reports it com- 
pletely, quickly, with pictures, as only the newspaper can. 

This is why people in every walk of life make and take 
time every day for a session with the newspaper. Of all 
media, it alone provides a permanent record of what 
happens, as it happens, for consultation at the individual’s 
own convenience. It alone is available at any hour to 
describe and picture what’s new in fashions, cookery, 
investments, business and home making—and to give 
helpful guidance i in shopping. 

It is this recurring and highly personal contact between 
readers and the newspaper which makes it such a valu- 
able medium for advertisers. As they read the news, 
people voluntarily read the advertising columns. They 
are accustomed to base most of their buying on what 
they see advertised in the newspaper. 


‘THE CHICAGO TRIBUNE is read every day of 


the week by a majority of all the families in Chicago and 
suburbs. It offers advertisers direct approach to Chi- 
cago’s largest constant audience. 
Attracted by its vital news reporting, its comics and 
its many helpful features and service departments, people 


Every twenty-four hours, news-hungry America learns what 


SD 


y 
=\ 
J 
er 


iy 


in all walks of life in every neighborhood and suburb of § 
Chicago turn to the Tribune. 

Bought and read by more than 690,000 families in 
Chicago and suburbs seven days a week, the Tribune 


reaches from 242,000 to 477,000 more families in metro- § 


politan Chicago than other Chicago newspapers reach. 


- Here is a friendly audience already assembled for the | 


manufacturer. It is accustomed to direct solicitation and 
responsive to buying ideas. 

Chicago merchants, who place their advertising where 
it gets highest returns, spend more of their advertising 
budgets for Tribune space than for advertising in any 
other medium. 


‘THROUGH THE TRIBUNE the manufacturer 

can picture his product in black-and-white and in color. 

He can dramatize its use and the satisfaction of using It. 

He can play up the individual features which are known 
to clinch sales. 

In the Tribune he can start and stop his advertising 
in order to take full advantage of market conditions, 
buying power and seasonal demand. He can back up his 
dealers with direct selling assistance. 

Regardless of what you sell, you can sell more in 
Chicago when you build your advertising program around 
the Chicago Tribune. Rates per 100,000 circulation in 
the Tribune are among the lowest in America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


AVERAGE NET 


PAID CIRCULATION DURING THE OFFICIAL SIX-MONTH PERIOD ENDED MARCH 31, 1958: 


TOTAL DAILY, 857,963 TOTAL SUNDAY, 1,115,643 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


DACHSHUND CARRIES PROMOTION LOAD 


Fran 


Frankenmuth Brewing Company, Detroit, believes in emphasizing its mascot and trade-mark in outdoor advertising. An 
interesting sidelight to this theme is the fact that the brewery operates one of the largest dachshund kennels in the country. 


SELECT YEAR'S BEST MAIL EFFORTS COMFORTING COPY 


Judges who will select the 50 Direct Mail Leaders are, (seated) H. H. Sim- 
> mons, advertising manager, Crane Company; A. W. Seiler, president, Cramer- 


Krasselt Company. Standing: George F. McKiernan, head of the printing 
company of that name; G. D. Crain, Jr., publisher, Advertising Age; and 
B. F. Metcalf, Lord & Thomas. 


1 | PERTINENT WARNING FOR FALL 


7 Vw 


HF AND EL RIOR Hp ying Walh-Fitted 


Commonwealth Shoe & Leather Com- 
pany, Whitman, Mass., adopts a candid 
camera technique in new fall copy for 


(Story on Pege 18.) 


Bostonian shoes. 


Feel 
gyicKer 


PUSROYAL MASTERS 


Be ee 


Combini 
ombining safety appeal with product mention, U. S. Tire Dealers Corporation 
has put this display into nationwide distribution. 


YO FOR OLD MAN WINTER 


READY FOR THE OPENING WHISTLE 
oN 


Camera views at the Atlantic Refining football roundup in Philadelphia. Top—~ 
C. H. Cottingham, vice-president, N. W. Ayer radio department; Jim Peterson, 
ex-football star, in charge of Ayer baseball broadcasts; Les Quailey, sports 


announcer; J. A. Corey, Atlantic sales manager. Bottom—H. A. Batten, Ayer 
president; W. C. Yeager, Atlantic vice-president; Les Quailey; J. R. Rollins, 
Atlantic advertising manager; W. W. Orr, of the agency. 


— << 


SUMPTUOUSNESS DRAMATIZED 


Official fifth annual Silk Parade poster which will provide the theme for the Inter- 
national Silk Guild's promotion the week of Sept. 19. 


- 


em : 
- Sm 


sciences one oot QUICK HEAT ¢ STEADY ALL DAY. 


One of the outdoor posters to be used by Koppers Coke in Eastern territories during the next few months. 
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40 ADVERTISING AGE September 19, 194 % 


Yous 
360 LINE 
AD! 


a Ak 
Poe a oe 


With its appearance on Labor Day, The Herald and Examiner became 
the only morning newspaper in Chicago to offer the acknowledged 


benefits of tabloid size — greater ad-tention value — lower ad rates. 


CIRCULATION (first six-day average) . . . 410,000 
NATIONAL ADVERTISING RATE . . 40c per line 


HERALD AND EXAMINER' 
Chicago’s NEWSpaper! 


National Representatives 
TABLOID NEWSPAPER ADVERTISING SERVICE 
Walter Rompel, General Manager 


New York City 235 East 45th Street Detroit, Michigan. ..7-245 General Motors Bldg. 


Chicago, Illinois 333 N. Michigan Avenue san Francisco, California 681 Market Street 
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